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Just  three  years  since  the  end  of  a  strike  that  joined  the  Pittsburgh  Post-Gazette  and  the  now-deftinct 
Pittsburgh  Press,  the  Post-Gazette  sits  alone  as  the  top  newspaper  in  Vfestem  Pennsylvania 

The  PG’s  readership,  numbering  more  than  1.1  million  adults  every  Sunday,  is  unapproached  in 
the  region.  In  fact,  the  Sunday  PG  is  read  by  820,400  more  adults  than  any  other  newspaper  * 

The  coming  year  promises  more  exciting  developments  and  growth  for  the  PG  as  a  three-year 
project  to  upgrade  old  letterpress  units  to  new  flexo  color  units  proceeds  right  on  schedule.  This, 
along  with  all  the  PG’s  employees  and  their  combined  commitment  to  providing  the  region’s 
best  newspaper  value,  leaves  no  doubt  the  Post-Gazette  will  enjoy  another  great  year  in  1996. 

‘Source:  Scarborough  Research  1995. 
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JANUARY 

1  8-20  —  Suburban  Newspapers  of  America  Editorial  Conference, 
Inter-Continental  Hotel,  Chicago 

1  8-20  —  Northwest  Missouri  Press  Association  Convention, 
Downtown  Holiday  Inn,  St.  Joseph 

25-27  —  University  of  Tennessee/Tennessee  Press  Association 
Press  Institute  &.  Winter  Convention,  Sheraton  Music  City,  Nashville 


FE8RUARY 

1  -3  —  New  England  Press  Association  Convention  and  Trade  Show, 
Marriott  Copley  Place  Hotel,  Boston,  Mass. 

7-8  —  Ohio  Newspaper  Association  Convention,  Hyatt  On  Capitol 
Square,  Columbus,  Ohio 

2 1  -24  —  Interactive  Newspapers  ’96  Conference,  Hyatt  Embar- 
cadero,  San  Francisco 

21  -24  —  National  Press  Photographers  Association  Digital  Imag¬ 
ing  Conference,  Adams  Mark  Hotel,  Denver 

22- 24  —  Inland  Press  Association  Weekly  Newspaper  Publishers 
Conference,  Holiday  Inn  Sun  Spree  Resort,  Fort  Myers,  Fla. 

23- 25  —  Alabama  Press  Association  125th  Annual  Winter  Con¬ 
vention,  Embassy  Suites,  Montgomery,  Ala. 

25-27  —  Association  of  National  Advertisers  Advertising  Man¬ 
agement  Conference.  Westin  LaPalma,  Tucson,  Ariz. 

25-28  —  Inland  Press  Association  Key  Executives  Conference, 
Registry  Resort,  Naples,  Fla. 

29-3/3  —  Mid-Atlantic  Newspaper  Advertising  and  Marketing 
Executives  winter  meeting,  Crowne  Plaza  Resort,  Hilton  Head  Island, 
S.C. 


MARCH 

1  -3  —  Mississippi  Valley  Classified  Advertising  Managers  Associa¬ 
tion  Convention,  Drake  Hotel,  Chicago 

2- 4  —  Suburban  Newspapers  of  America  Publishers  Conference,  In- 
nisbrook  Hilton,  Tarpon  Springs,  Fla. 

3- 4  —  Newspaper  Association  of  America  Co-op  Conference,  J.W. 
Marriott  Hotel,  Houston 

3-8  —  Newspaper  Association  of  America  Newspaper  Operations 
SuperConference,  Doral  Ocean  Beach  Resort,  Miami  Beach,  Fla. 

1  4- 14  —  Independent  Free  Papers  of  America  Annual  Spring 
Conference,  Holiday  Inn,  San  Antonio,  Texas 
1  4- 19  —  Inter  American  Press  Association  Midyear  meeting.  Ho¬ 
tel  Camino  Real,  San  Jos6,  Costa  Rica 

24-27  —  International  Press  Institute  World  Congress  and  Gener¬ 
al  Assembly,  Amman/Jerusalem/jericho 

24-28  —  America  East  Newspaper  Conference,  Hershey  Lodge 
and  Convention  Center,  Hershey,  Pa. 

APRIL 

1  4- 17  —  International  Newspaper  Marketing  Association  Con¬ 
vention,  Banff  Springs  Hotel,  Banff,  Alberta 
1  4- 19  —  American  Society  of  Newspaper  Editors  Convention, 
J.W.  Marriott  Hotel,  Washington,  D.C. 

21  -24  —  Newspaper  Purchasing  Management  Association  Con¬ 
ference,  Ritz-Carlton,  Houston,  Texas 
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Editor  &  Publisher 
U.S.  Media  Stock  Values 

(Weekly  Closing  Quotes) 


Stcx:k 

1/2/96  12/27/95 

1/3/95 

A.H.  BeloCorp.  (NY) 

34.50 

34.50 

28.125 

American  Media  Inc.  (NY)  ** 

4.25 

4.125 

8.75 

Capital  Cities/ABC  Inc.  (NY) 

125.00 

123.875 

85.375 

Central  Newspapers  Inc.  (NY) 

32.00 

30.50 

27.6875 

Dow  Jones  &.  Co.  Inc.  (NY) 

39.625 

39.875 

31.625 

Gannett  Co.  Inc.  (NY) 

61.375 

60.625 

52.625 

Gray  Communications  Sys.  (NY)  *’"’"17.875 

17.25 

10.833 

Harte-Hanks  Comm.  (NY) 

20.50 

20.375 

19.25 

Hollinger  International.  (NDQ)  * 

10.875 

11.00 

11.75 

Knight-Ridder  Inc.  (NY) 

62.25 

62.75 

51.375 

Lee  Enterprises  Inc.  (NY) 

22.75 

22.375 

17.1875 

McClatchy  Newspapers  Inc.  (NY) 

22.875 

22.75 

21.50 

Media  General  Inc.  (AM) 

31.25 

29.50 

27.75 

New  York  Times  Co.  (AM) 

29.50 

29.50 

22.00 

Pulitzer  Publishing  Co.  (NY)  ## 

47.375 

46.625 

30.093 

E.W.ScrippsCo.  (NY) 

38.25 

39.125 

29.875 

Times  Mirror  Co.  (NY)  *** 

33.625 

34.125 

21.75 

Tribune  Co.  (NY) 

61.375 

60.00 

54.375 

Washington  Post  Co.  (NY) 

280.75 

288.625 

241.25 

*Adjusted  for  2  for  1  stock  split  as  of  6/14/95 
**Name  changed  from  Enquirer/Star  Group;  adjusted  for  $7  special  dividend 
payable  1/3/95 

♦‘‘Adjusted  for  3  for  2  stock  split  as  of  10/3/95 
““Adjusted  for  2  for  1  stock  split  as  of  12/8/95 

#American  Publishing  merged  with  Hollinger  Inc.  as  of  10/13/95 
##  Adjusted  for  25%  stock  split  as  of  1/25/95 

*»=*►  Adjusted  for  distribution  of  Cox  Communications  shares  on  2/1/95 


Editor  &  Publisher 
Foreign  Media  Stock  Values 

(Weekly  Closing  Quotes) 


Stock 

1/2/96  12/28/95 

1/3/95 

Hollinger  Inc.  (a) 

10.25 

10.00 

12.625 

News  Corp.  Ltd  ADR  (c)  (d) 

21.875 

21.50 

15.50 

Pearson  Ltd.  (b) 

6.35 

6.22 

5.52 

Quebecor  Inc.  Class  A  (a) 

20.50 

20.375 

17.25 

Reuters  Holdings,  ADR  (c) 

54.875 

55.3125 

43.375 

Southam  Inc.  (a) 

14.125 

14.00 

15.125 

Thomson  Corp.  (a) 

19.125 

18.875 

17.50 

Toronto  Sun  Publishing  Corp.  (a) 

12.75 

11.75 

14.75 

Torstar  Corp.  (a) 

23.00 

22.50 

23.125 

(a)  Quotes  are  in  Canadian  dollars 

(b)  Quotes  are  in  British  pounds 

(c)  Quotes  ate  in  U.S.  dollars 

(d)  Adjusted  for  2  for  1  stock  split  —  November  18, 1994 

Prepared  for  E&P  by  Schroder  Wertheim  &  Co.  Inc. 


About  Awaids 


NLGIA  Awards.  The  National  Lesbian  and  Gay  Journal¬ 
ists  Association  awards  were  announced  recently  at  the 
group’s  annual  convention.  Among  the  1995  NLGJA  Hon¬ 
ors  winners  were:  Mark  Donald,  Dallas  Observer;  Mubarak 
S.  Dahir,  Philadelphia  Daily  News;  Steve  Jackson,  Westward, 
Denver;  Jeannette  Batz,  Rivertown  Times,  St.  Louis. 

SCMA  Award*.  The  Southern  Circulation  Managers  As¬ 
sociation  named  the  Columbus  (Ga.)  Ledger-Enquirer  Best 
of  Show  in  its  promotion  awards  contest. 
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ROBERT  J.SAMUELSON 


“Robert  Samuelson 
courageously  and 
eloquently  wrestles  with 
economic,  poUticai  and 
social  facts  as  they  really 
are,  and  not  what  ideology 
and  wishfiil  thinking  would 
have  them  to  be.  His  bracing 
conclusions,  often  utterly 
contrarian,  are  among  the  most 
useful  and  surprising  of  any 
American  columnist. 


—  Robert  Whitcomb 
Editor  of  the  Editorial  Pages 
The  Providence  Joumal-BuUetin 


PluHo^iltph  ®  GreenfiM- 


Beginning  January  29th 
For  rate  and  availabUity 
caU800-R79’-979^. 


Editori^Publisher  C  0  N  T  E  N  T  S 


NEWS 

9  A  Year 

Of  Turmoil 

Newspaper  closures,  cutbacks  and 
climbing  costs  put  pressure  on  the  in¬ 
dustry  throughout  1995. 


15 


Still 

Strong 


Newspaper  companies  faced  a  number 
of  challenges  in  1995.  Many  not  only 
met  expectations,  but  boosted  their 
profits,  advertising  and  circulation. 


/  /  Top  Stories 
Z/  /  Of  1995 

Wire  Services’  biggest  stories  of  the 
year  include  the  Oklahoma  City  bombing, 
war-torn  Bosnia,  and  O.J.  Simpson. 

Postal  Fight 
/  Projected 
Z/  LJ  For  1996 

Both  the  Newspaper  Association  of 
America  and  the  National  Newspaper 
Association  are  gearing  up  for  a  year  of 
postal  policy  activity. 


ZX  y  Healthy  Gains 
I  /  In  Advertising 

Newspaper  advertising  overall  grew 
6.4%  in  1995,  w  ith  retail  inching  up 
3.8%  and  classified  gaining  an  impres¬ 
sive  10%. 


Newspapers 
Zl  And  The 

I  Courts 

While  there  were  fewer  legal  chal¬ 
lenges  to  the  press  in  1995  than  the 
year  before,  a  veteran  press  watcher 
says  those  that  did  occur  were  “pretty 
horrific.” 


^  *1  Another  Paper 
^  I  Buys  Into  A 
X  Baseball  Team 

St.  Louis  Post-Dispatch  joins  the 


Page  27  The  murder  trial  of  O.J.  Simpson  dominated  media  coverage  in  the  U.S. 
for  nine  months  and  u>as  voted  the  third-biggest  news  story  worldwide  in  the  Asso¬ 
ciated  Press  annual  poll  of  media  executives.  Above  is  “Camp  O.J.,”  a  transmission 
area  for  media  around  the  world,  which  was  located  across  from  the  courthouse 


Chicago  Tribune.  Phoenix  Newspapers, 
and  the  Denver  Rocky  Mountain 
News,  as  newspapers  who  own  all  or 
part  of  a  major  league  team. 


Page  27  The  Associated  Press  voted 
the  terrorist  bombing  of  the  Alfred  P. 
Murrah  federal  building  in  Oklahoma 
City  the  biggest  story  of  the  year.  UPI 
had  it  second,  and  Reuters  had  it 
fourth.  Wrenching  photos  of  a  limp  and 
bloody  Bay  lee  Almon,  sobbing  rescue 
workers,  and  disbelieving  victims 
splashed  across  newspaper  front  pages. 


SECTIONS 
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Ford  GlobahNews  Bureau 
The  American  Road 
Room  %k 

Dearborn,  Mich.  48121 
1(513)322-3445  . 

edifor^>www.ford.com 


The  Ford  News  Service  Web  site. 
Comprehensive,  fast,  up-to-date 
and  downloadable  Ford  news,  " 
information  and  photography 
yhr  the  news  media  only. 
Log  on  to  the  site  to 
register  and  get  your  , 

.  password. 


James  Wright  Brown,  Chairman  of  the  Board,  1912-1959 

Robert  U.  Brown,  President,  Editor  Emeritus,  (EXT,  115) 

D.  Colin  Phillips,  Co-Publisher,  AdvertisinglResearch,  (EXT.  117] 
Christopher  Phillips,  Co-Publisher,  Circulation/Production,  (EXT.  116] 


EditorOTublisher 


Charter  Member, 

Audit  Bureau 
of  Circulations 
Member, 

National  Newspaper 
,  Association 
of  Circutations  Newspaper  Association  Kk 
M**"*>«^  of  America 


ABP 


The  Oldest  Publishers  and  Advertisers 
Newspaper  in  America 

With  which  have  been  merged:  The  Journalist, 
established  March  22,  1884:  Newspaperdom, 
March  1892;  The  Fourth  Estate,  March  1,  1894; 
Editor  &  Publisher,  June  29,  1901; 
Advertising,  Jan.  22,  1925. 


®  The  Fourth  Estate 


Executive  Editor 
John  P.  Consoli  (EXT.  225] 


Newspapers  1996 

IT  WAS  ABOUT  13  years  ago,  in  1983,  that  Ted  Turner,  flushed  with  ex¬ 
citement  about  his  television  ventures,  delivered  his  prophecy  before  a 
newspaper  convention  that  “newspapers  as  we  know  them  today  will  be 
dead  within  the  next  ten  years  ...  or  certainly  will  be  playing  a  very  re¬ 
duced  role.”  It  took  him  only  five  years  to  realize  his  mistake  and,  before 
another  group  of  newspaper  executives,  retracted  that  statement  as  “fool¬ 
ish”  and  “silly.”  He  said  he  had  very  little  knowledge  of  the  newspaper 
business  when  he  spoke  earlier. 

It  bothers  us  that  a  lot  of  newspaper  reporters,  editors  and  observers  of 
the  newspaper  scene  seem  to  accept  Turner  as  the  original  oracle  about 
the  newspaper  business  —  and  never  miss  an  opportunity  to  comment  on 
how  badly  off  and  how  doomed  newspapers  are.  They  don’t  seem  to  know 
the  inherent  strength  of  the  newspaper  business  —  in  spite  of  the  disap¬ 
pearance  of  some  newspapers  in  major  markets,  the  reduction  of  staffs  for 
economy  reasons  in  some  areas,  the  competition  for  national  advertising 
from  direct  mail,  and  the  threats  of  competition  from  electronic  media. 

Observers  will  note  that  four  daily  newspapers  closed  in  1994,  five  were 
converted  to  weekly,  there  were  two  mergers  of  dailies  and  three  new 
dailies  were  established  for  a  net  decline  of  eight.  Either  they  do  not 
know,  or  they  fear  it  will  upset  their  preconceived  ideas,  that  there  are 
more  than  1,500  daily  newspapers  in  the  U.S.  The  public  buys  more  than 
59  million  copies  of  daily  newspapers  every  day.  They  buy  about  37  mil¬ 
lion  copies  of  more  than  850  Sunday  papers. 

This  is  the  strength  of  newspapers.  The  public  does  not  get  them  for 
free  by  mail  or  over  the  air.  Readers  have  enough  interest  to  pay  for  them. 
Add  to  this  the  additional  millions  of  readers  who  purchase  copies  of 
around  8,000  weekly  newspapers.  Also,  there  is  an  increasing  number  of 
successful  free-distribution  weekly  newspapers. 

Are  newspapers,  on  the  average,  the  good  investment  they  always  used 
to  be?  You  bet  they  are.  Veronis,  Suhler  &  Associates  reports  that  in  1994, 
publicly  traded  newspaper  companies  had  revenues  7.7%  above  1993.  Total 
operating  profit  that  year  was  up  1.7%  to  15.9%.  Veronis,  Suhler  reports 
that  of  13  communications  fields  surveyed,  newspaper  publishing  had  the 
second-best  return  on  assets  —  22.6%. 

While  newspaper  circulation  generally  has  been  declining  —  we  point¬ 
ed  out  previously  there  are  still  59  million  copies  purchased  every  day  — 
there  are  indications  that  readership  is  growing,  according  to  a  Gannett 
Co.  executive  (E&P,  Dec.  30,  p.  15).  Every  week,  it  was  noted,  news¬ 
papers  are  read  by  more  than  70%  of  all  adults. 

Our  New  Year’s  wish  is  that  columnists,  and  others  who  write  about  the 
press  for  their  own  newspapers,  would  stop  bad-mouthing  the  industry 
and  report  some  of  the  favorable  statistics  along  with  the  bad.  Newspapers 
have  had  their  share  of  problems  in  recent  years.  But  they  have  coped 
with  them  and  their  future  is  rosier  than  most  people  seem  to  understand. 
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Letters  to  the  Editor 

Arkansas  publisher  clarifies 
details  of  circulation  gain 


Gazette  subscribers  than  if  we  had  re¬ 
mained  the  Democrat. 

If  we  had  not  taken  these  steps  — 
renaming  the  paper,  honoring  sub¬ 
scriptions  and  delivering  copies  to  all 
subscribers  the  next  day  —  I  do  not 
believe  we  would  have  had  nearly  as 
large  of  a  circulation  gain  as  we  real¬ 
ized. 


I  READ  YOUR  article  (E&P,  Nov.  11) 
regarding  the  Houston  Chronicle’s  large 
circulation  gain  when  the  Houston 
Post  closed. 

I  was  particularly  interested  in  your 
paragraph  comparing  the  gain  of  the 
Arkansas  Democrat'Gazette  when  the 
Arkansas  Gazette  folded. 

Incidentally,  you  mention  that  we 
were  “buying  and  folding  the  rival 
Gazette.”  The  fact  is,  Gannett  closed 
the  Gazette,  publishing  its  last  edition 
on  Oct.  18,  1991.  It  notified  all  employ¬ 
ees  it  was  closing  the  newspaper,  and 
wrote  severance  checks  to  all  employ¬ 
ees. 

We  did  not  close  the  Arkansas 
Gazette.  In  fact,  we  nevet  published  a 


Newspaperdom. 

50  YiARS  AGO  .  .  .  New  York 
City’s  Mayor  Fiorello  La  Guardia 
has  been  succeeded  by  newly  elect¬ 
ed  William  O’Dwyer,  ending  a  sev¬ 
en-year  period  in  which  there  was 
very  little  contact  between  City 
Hall  and  the  press,  and  there  was 
constant  sniping  at  the  press  by 
Mayor  La  Guardia.  He  made  a 
weekly  report  over  the  city-owned 
radio  station,  but  his  press  confer¬ 
ences  were  almost  nil.  Upon  leav¬ 
ing  City  Hall,  La  Guardia  signed  to 
write  a  weekly  newspaper  column 
for  PM  and  arranged  to  write  a 
“sponsored  column”  to  appear  in 
the  ads  of  Sachs  Quality  Furniture 
Stores.  It  was  called  “Under  the 
Hat.”  When  the  head  of  the  News¬ 
paper  Guild  sent  the  ex-mayor  an 
application  blank  and  asked  him  to 
join  the  union,  30  members  protest¬ 
ed  and  demanded  that  he  should 
first  apologize  to  the  press  for  his 
abuse  of  reporters  while  in  office. 

From  Editor  &  Publisher 
January  5 ,  1 946 


single  issue  of  the  Gazette.  The  next 
day,  we  began  publishing  a  newspaper 
called  the  Arkansas  Democrat'Gazette, 
which  we  continue  to  publish. 

But  back  to  the  statistics  in  your  ar¬ 
ticle.  You  note  that  the  Houston 
Chronicle  had  a  circulation  gain  of 
about  32%,  noting  that  we  picked  up 
about  45,000,  or  30%,  “when  peak  cir¬ 
culations  of  both  papers  were  com¬ 
pared.” 

For  the  six-month  period  ended 
Sept.  30,  1991  —  the  last  prior  to  the 
Arkansas  Gazette  closing  —  the 
Arkansas  Democrat  had  a  daily  circula¬ 
tion  of  114,986,  while  the  Gazette  had 
a  circulation  of  123,338. 

Both  papers  had  higher  circulation 
on  their  “weekend”  editions,  a  forced 
buy  with  the  Sunday  product. 

The  Gazette  closed  on  Oct.  18,  and 
for  the  six  months  ended  March  31, 
1992,  the  daily  circulation  for  the  De¬ 
mocrat-Gazette  was  191,573.  In  the 
next  six-month  period,  ended  Sept.  30, 
1992,  our  circulation  settled  to  176,741, 
up  61,755  from  the  previous  year’s 
114,986.  This  is  a  53.7%  increase.  Our 
Sunday  circulation  increased  from 
244,744  for  the  period  ended  Sept.  30, 
1991,  to  296,191  for  the  period  ended 
Sept.  30,  1992,  a  gain  of  51,447,  or  21%. 

We  obviously  gained  more  daily 
than  Sunday,  reflecting  the  deep  dis¬ 
counting  on  Sunday  subscriptions  at 
both  papets.  But  I  believe  our  53% 
only  increase  may  be  the  largest  gain 
in  any  of  the  recent  markets  where  one 
paper  has  closed. 

I  agree  with  Gene  McDavid  on  the 
importance  of  acquiring  the  subscrip¬ 
tion  list.  Part  of  the  reason  for  our  suc¬ 
cess  was  the  immediate  delivery  of  De¬ 
mocrat-Gazette  copies  to  all  former 
Gazette  subscribers.  In  fact,  we  contin¬ 
ued  to  deliver  to  them  until  their  sub¬ 
scriptions  expired. 

Another  reason  we  had  the  largest 
percentage  increase  daily  is  the  fact 
that  we  changed  the  name  of  our  paper 
to  the  Arkansas  Democrat-Gazette  and 
included  many  of  the  Gazette’s  most 
popular  features,  making  the  Democ¬ 
rat-Gazette  more  acceptable  to  former 


Walter  E.  Hussman  Jr. 

Hussman  is  president  and  publisher  of 
the  Arkansas  Democrat'Gazette. 

Corrections 

A  STORY  IN  the  Dec.  16  issue  of  E&P 
incorrectly  stated  that  a  proposal, 
which  called  for  cigarette  ad  guidelines, 
asked  not  to  use  models  who  appear  un¬ 
der  the  age  of  21.  The  age  should  have 
been  25. 

THE  HEADLINE  IN  the  Dec.  9  issue 
of  E&P,  which  read  “Philadelphia  Dai¬ 
ly  News  Executive  Editor  Resigns”  was 
incorrect.  The  executive  editor  of  the 
Philadelphia  Inquirer  resigned. 


Setting  the  Standard 
for  Publishing 
Executive  Placement 

GORDON  WAHLS 
EXECUTIVE  SEARCH 

Now  in  our  fourth  successful 
decade,  we've  become  the  pre¬ 
mier  name  in  the  newspaper 
executive  piacement  industry. 
Our  dedication  and  persistence  is 
shown  by  successfully  completing 
over  400  searches  annually 
tor  people  and  companies 
nationwide. 

Our  fully  qualified  recruiters  are 
ready  to  complete  YOUR  search, 
efficiently  and  confidentially.  Call 
us  today. 

Walter  Lynn 
Search  Consultant 

(610)  565-0800 
(800)  523-7112 


610  East 
Baltimore  Pike 
•  Media,' PA  19063  ' 

All  Positions  tee  Paid 
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struggling  With  The  Elements  M  Change? 

Change  is  necessary.  To  build  revenue.  To  manage  information  more  effectively.  To  strengthen  your  relationships 
with  your  advertisers.  To  lead  your  newspaper  into  the  future.  But  change  is  difficult  without  the  right  technology. 
GMTI  can  support  you  with  systems  that  allow  you  to  create  new  ways  of  doing  business  while  helping  you  build 
revenue,  manage  better  and  build  stronger  business  relationships.  That's  why  GMTI  exists. 

AdLink  for  Real  Estate  allows  you  to  foster  virtually  unshakable  customer  loyalty.  Just  imagine  your  real 
estate  classifieds  coming  in  through  your  modem,  ready  to  print.  No  more  data  entry.  No  more  proof 
runs.  No  more  costly  mistakes.  AdLink  gives  you  dramatic  production  savings  while  giving 
your  customers  complete  ad  control,  later  deadlines,  audiotext,  faxback  and  a  picture  database. 
MASS  ( Mobile  Advertising  Sales  System ),  a  PowerBook- based  sales  system  helps  your  sales  people 
become  more  productive  in  the  field.  Up-to-the-minute  information  such  as  market  data,  marketing 
research  and  account  information  is  available  in  seconds,  allowing  your  sales  force  to  perform  tasks  as 
bottom  line  oriented  as  order  entry  and  as  synergistic  as  individualized  presentations. 

DiGiCol.  an  electronic  digital  archive,  provides  reliable  storage,  lightning  fast  search  and  retrieval  of  any  form 
of  digital  material.  Text,  photos,  graphics,  page  images,  even  QuickTime  movies  are  all  stored  in  a 
fully  integrated  system.  In  a  networked  environment,  any  authorized  user  can  conduct  extensive 
searches  from  literally  any  Macintosh  or  Windows-equipped  workstation. 


With  GMTI.  change  has  never  been  easier. 
or  more  information  call  Kurt  Dressel  or  Jean  McDermott  at  (8QQ)  801 .3771 . 
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Newsprint  price  hikes,  staff  cutbacks,  closings,  strikes  and 
defections  at  the  top  hobbled  the  newspaper  industry  in  1995 


by  Mark  Fitzgerald 

ET  TU,  BRENDA? 

As  if  the  newspaper  industry  had 
not  been  buffeted  enough  during  1995, 
on  Dec.  12,  the  most  famous  newspa¬ 
per  reporter  on  the  funny  pages,  Bren¬ 
da  Starr,  made  this  observation: 
“Sometimes  1  think  newspapers  care 
more  about  profits  than  they  do  about 
people.” 

Brenda,  of  course,  has  always  been 
the  resident  cynic  in  the  Flash  news¬ 
room,  but  her  sour  grace  note  to  this 
bumpy  year  nevertheless  captured  one 
of  the  themes  of  1995. 

Throughout  the  year,  some  version 
of  Brenda’s  comment  was  muttered  by 
newspaper  employees,  as 
Times  Mirror  Co.  folded  the 
Baltimore  Evening  Sun  and 
New  York  Newsday  and  cut 
150  editorial  jobs  and  whole 
sections  of  the  Los  Angeles 
Times.  Or,  as  Knight-Ridder 
Inc.  demanded  substantial  la¬ 
bor  concessions  in  exchange 
for  keeping  the  Philadelphia 
Daily  News  alive,  and  cut  300 
full-time  positions  at  the  Mi¬ 
ami  Herald. 

Certainly,  Brenda’s  com¬ 
ment  was  echoed  in  the 
shouts  of  strikers  outside  t’ne 
two  Detroit  dailies,  jointly 
operated  by  Knight-Ridder 
and  Gannett  Co. 

And  that  theme  was 
sounded,  too,  by  a  real-life 
Brenda  Starr. 

When  Geneva  Overholser, 
probably  the  most  famous 
woman  newspaper  editor  in 
America,  and  David  West- 


phal  resigned  as  editor  and  managing 
editor  at  the  Des  Moines  Register  Feb. 
13,  they  spurred  an  industrywide  soul- 
searching  with  their  remarks  about  the 
effects  profit  pressures  are  having  on 
the  newsroom. 

To  keep  margins  up  to  the  corporate 
specs  of  its  owner,  Gannett,  the  Regis¬ 
ter,  among  other  measures,  abandoned 
its  historic  mission  of  circulating  to  all 
99  Iowa  counties  and,  instead,  focused 
its  marketing  on  the  Des  Moines  met¬ 
ropolitan  area. 

“I  wish  we  could  concentrate  on 
making  money  by  putting  out  a  good 
newspaper  instead  of  trying  to  satisfy 
shareholders  on  a  quarter-by-quarter 
basis,”  Overholser  said  at  the  time. 


A  debate  of  a  different  sort  was 
spurred  when,  seven  months  after  their 
resignation,  the  Register  reported  that 
Overholser  and  Westphal  were  divorc¬ 
ing  their  respective  spouses  and  had 
set  up  house  in  Washington,  D.C. 

Nevertheless,  Overholser  and  West¬ 
phal  were  by  no  means  the  only  jour¬ 
nalists  to  leave  enviable  newspaper  po¬ 
sitions  under  circumstances  that  re¬ 
flected  how  business  pressures  are 
affecting  the  newsroom. 

On  Nov.  30,  James  M.  Naughton  re¬ 
signed  as  the  executive  editor  of  the 
Philadelphia  Inquirer,  citing,  among 
numerous  reasons,  the  “unrelenting 
pressures”  on  the  newsroom.  The  In¬ 
quirer  news  staff  was  cut  by  7%  and 
plans  were  underway  to  close 
suburban  news  bureaus  and 
kill  the  Sunday  magazine. 

A  few  days  later,  Neal 
Shine  announced  his  resigna¬ 
tion  as  publisher  of  the  De¬ 
troit  Free  Press.  Shine,  who 
turned  65  in  September,  said 
he  was  leaving  because  he  had 
previously  vowed  to  quit  at  65 
and  because  his  health  was  an 
o  increasing  concern. 

Corporate  attempts  to  get 
I  Shine  to  stay  on,  however, 
I  undoubtedly  were  not  helped 
y  by  the  long  and  bitter  strike  at 
f  the  Free  Press  and  Detroit 
f  News.  In  the  strike’s  early 
I  days.  Shine  was  jeered  by  re- 
I  porters  who  had  once  been 
f  like  sons  and  daughters  to 
I.  him.  Shine  was  briefly  hospi¬ 
talized  early  on  in  the  strike, 
as  well. 

Job  stress,  indeed,  appears 
to  be  endemic  in  the  newspa- 


As  if  the  newspaper  industry  had  not  been  buffeted  enough 
during  1995,  the  most  famous  newspaper  reporter  on  the 
funny  pages,  Brenda  Starr,  made  the  above  observation. 
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per  industry.  An 
Associated  Press 
Managing  Editors 
survey,  released  a 
few  weeks  ago, 
found  that  nearly 
half  of  responding 
editors  said  their 
jobs  are  not  simply 
stressful  —  they  are 
The  survey  disclosed  that  the  median 
work  week  for  editors  is  now  52  hours 
long.  Fully  42%  of  the  editors  say  they 
regularly  work  six  days  a  week. 

For  editors  in  1995,  the  eight-hour 
day,  40'hour  work  week  is  as  much  a 
dream  as  it  was  for  the  anarcho-syndi¬ 
calists  of  the  1880s:  Only  14%  work 
that  schedule. 


“1  wish  we  could  concentrate  on  making  money  by 
putting  out  a  good  newspaper  instead  of  trying  to 
satisfy  shareholders  on  a  quarter-by-quarter  basis,” 
Overholser  said. 


Pulp  nonfiction  not  exceeding  200  seconds  Bekk, 

So,  who  or  what  is  to  blame  for  these  weighing  not  less  than  40  grams  per 
business  pressures?  square  meter  and  not  more  than  57 

In  some  circles.  Wall  Street  is  grams  per  square  meter  and  having  an 
to  blame.  One  big  consequence  of  ash  content  by  weight  not  exceeding 
the  rush  to  go  public  in  the  1980s  8%.” 

is  that  in  the  1990s,  financial  analysts  That’s  the  official  GATT  definition 
are  merciless  in  insisting  on  the  kind  of  newsprint. 

of  profit  margins  that  can  be  delivered  And  newsprint  has  been  behind 
by  medium-sized  papers,  but  are  many  —  in  fact,  virtually  all  —  of  the 
far  more  problematic  for  big  metro  financial  pressures  that  are  squeezing 
dailies.  newsrooms. 

Then  there  are  the  readers,  or  non-  It  is  an  ironic  role  for  a  commodity 
readers,  who  are  giving  newspapers  a  that,  through  the  early  1990s,  helped 
skip.  many  newspapers  survive  tough  eco- 

When  the  Audit  Bureau  of  Circula-  nomic  times.  Back  then,  newsprint  was 
tions  released  its  latest  FAS-FAX,  wonderfully  cheap,  and  the  periodic 
for  the  six  months 
ended  Sept.  30, 
it  marked  the  fifth 
consecutive  report¬ 
ing  period  in 
which  circulation 
slumped  virtually 
across  the  board 
among  the  biggest 
U.S.  newspapers. 

Others  blame, 
simply,  greed.  That 
has  been  a  major 
theme  in  the  De¬ 
troit  newspaper 
strike,  where  union 
members  who 
made  concessions 
during  the  difficult 
early  years  of  the 
JOA  say  they 
should  not  be  asked 

to  take  even  deep- _ _ 

er  cuts  now  that  Mickey  Mouse  became  a  newspaper  magnate  in  1995,  when  Capital  Cities/ABC 
the  agency  is  mak-  was  sold  to  Walt  Disney  Co.  for  $19  billion. 

ing  some  money.  _ _ 


Page  One  obits 

The  owners  of  several  papers  that 
closed  in  1995  placed  the  blame  for 
their  demise  squarely  on  the  dramatic 
newsprint  price  increases. 

That  was  what  happened  in  Hous¬ 
ton,  according  to  W.  Dean  Singleton. 

After  111  years,  seven  of  them  under 
the  ownership  of  Texas  native  Single- 
ton,  the  Houston  Post  folded  uncere¬ 
moniously  April 
^  18.  The  1,500  full- 

' -  ^  and  part-time  em- 

ployees  who  re- 

L  that  day  were  told 

'C  to  clear  out  their 

desks  and  leave. 

dented  and  sudden 
rise  in  the  ptice  of 
newsprint  caused 
the  Post  to  lose 
^  hope  of  viahil- 

jliT  ity  in  the  foresee- 
able  future,”  Sin- 
gleton  said  at  the 

%  *  4.:^^ 

\  ii?:*  ^  -I  time. 

With  a  circula- 
^  V  tion  of  about 
287,000,  the  Post 
^  had  earned  an  op¬ 

erating  profit  every 
year  and  a  net  loss 
after  debt  service, 
Singleton  said. 


GEE...  HE  5EEMEP 
SO  SAAAIX  AMP  COTB 
AMP  KlAIVE  IM 
the  OLP  PAVS... 
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Corporate  attempts  to  get  Detroit  Free 
Press  publisher  Neal  Shine  to  stay  ov 
were  not  helped  by  the  long  and  bitter 
strike  at  the  Free  Press  and  Detroit 
News. 


“The  unprecedented  rise  in  the  price 
of  newsprint  would  have  caused  the 
Post  to  show  an  operating  loss  in  1995 
for  the  first  time,”  Singleton  said. 

Crosstown  rival  Houston  Chronicle,  a 
Hearst  paper,  bought  the  assets  of  the 
Post  for  $120  million  in  cash. 

In  one  fell  swoop,  Houston  earned 
the  dubious  achievement  of  being  the 
largest  U.S.  city  with  only  one  daily  pa¬ 
per  —  and  the  proud  tradition  of  bare- 
knuckled  newspaper  competition  died  in 
the  Lone  Star  State.  Only  three  Texas 
cities  are  served  by  two  papers,  and 
none  of  them  are  business  competitors. 

Times  Mirror  cited  a  more  general 
need  to  cut  costs  when  it  shuttered  two 
big  papers. 

New  York  Newsday,  Times  Mirror’s 
10-year  effort  to  dominate  the  tough 
tabloid  market  in  the  Big  Apple,  died  a 
typical  1995  death  on  July  15.  Times 
Mirror’s  brand-new  president  and  chief 
executive  officer  —  a  former  General 
Mills  executive  whose  cost-cutting  fer¬ 
vor  earned  him  the  nicknames  “Cap¬ 
tain  Crunch”  and  the  “Cereal  Killer”  — 
declared  in  announcing  the  folding 
that,  “in  spite  of  its  superb  editorial 
content.  New  York  Newsday’s  opportu¬ 
nities  to  earn  an  appropriate  rate  of  re¬ 
turn  are  limited.” 

Though  the  paper  was  reportedly 
about  to  turn  a  very  small  profit,  it  had 


been  losing  $7  million  to  $14  million 
every  year  and  had  racked  up  losses  of 
$100  million  in  its  lifetime.  Immediately 
before  its  death.  New  York  Newday's 
prospects  were  further  dimmed  by  a  cir¬ 
culation  fall  of  12.8%  in  its  last  Audit 
Bureau  of  Circulations  reporting  peri¬ 
od. 

The  Baltimore  Evening  Sun,  H.L. 
Mencken’s  old  paper,  was  shuttered  for¬ 
ever  by  Times  Mirror  Co.  on  Sept.  15. 
At  the  time  of  its  folding,  circulation  of 
the  85 -year-old  afternoon  paper  was  at 
its  lowest  point  since  1927. 

Another  afternoon  paper,  the 
Greenville  (S.C.)  Piedmont,  was  closed 
Sept.  29. 

In  the  capital  of  Nebraska,  the  morn¬ 
ing  Lincoln  Star  and  evening  Lincoln 
Journal  ended  93  years  of  competition 
on  Aug.  7,  about  90  days  after  Star  own¬ 
er  Lee  Enterprises  bought  the  Journal 
from  the  Seacrest  family.  The  two  pa¬ 
pers  were  merged  into  a  single  morning 
paper,  the  Lincoln  Journal-Star. 

Something  there  was  in  1995  that  did 
not  love  a  newspaper.  The  only  papei 
launched  during  the  year,  the  bilingual 
edition  of  the  New  York  Daily  News,  El 
Daily  News,  died  before  its  six-month 
birthday. 

Urge  to  merge 

The  ever-dwindling  number  of  two- 


After  five  years  as  the  sometimes 
controversial  president  and  CEO  of  the 
Newspaper  Association  of  America, 
Cathleen  Black  resigned  to  take  over 
the  magazine  division  of  Hearst  Corp. 


“The  unprecedented  and  sudden  rise  in 
the  price  of  newsprint  caused  the  Post 
to  lose  any  hope  of  viability  in  the  fore¬ 
seeable  future,”  W.  Dean  Singleton  said 
when  he  closed  his  Houston  Post. 


newspaper  cities  dwindled  a  little  more 
in  1995  as  a  result  of  mergers  of  com¬ 
monly  owned  newspapers. 

Providence,  R.L,  became  a  one-paper 
city  on  June  5,  when  the  132-year-old 
Evening  Bulletin  was  merged  with  the 
Providence  Journal  to  become  the  Prov¬ 
idence  Journal-Bulletin. 

Earlier  in  the  year,  Milwaukee  joined 
the  ranks  of  one-paper  cities,  when  the 
158-year-old  morning  Milwaukee  Sen¬ 
tinel  was  merged  with  its  higher-circula¬ 
tion  sister  paper,  the  113-year-old  after¬ 
noon  Milwaukee  Journal,  to  become 
the  Milwaukee  Journal  Sentinel. 

Newsprint,  expected  to  cost  an  addi¬ 
tional  $9  million  during  the  year,  was  a 
big  factor  in  the  decision,  said  officials 
at  journal/Sentinel  Inc. 

“What  we  were  going  to  have  to  con¬ 
front  was  not  improvements,  but  reduc¬ 
tions,  cutbacks  —  and  that  led  us  to 
think  we  would  have  to  look  in  a  differ¬ 
ent  direction,”  editor  Mary  Jo  Meisner 
recalled  of  the  budget-preparing  meet¬ 
ings  during  the  summer  of  1994  that  es¬ 
sentially  doomed  two-newspaper  com¬ 
petition  in  Milwaukee. 

Two  newspapers  continue  to  publish 
in  Indianapolis,  but  the  distinctions  be¬ 
tween  them  narrowed  in  the  fall.  In 
September,  the  afternoon  Indianapolis 
News  merged  its  newsroom  into  its 
much  larger  sister  paper,  the  morning 
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country  during  1995,  Knight-Ridder  also 
expressed  its  faith  in  the  future  of  news¬ 
papers  with  the  $360  million  purchase 
of  Lesher  Communications,  publisher 
of  the  Contra  Costa  Times  and  four 
other  California  dailies. 

Knight-Ridder  was  also  a  newspaper 
seller  in  1995:  In  February,  it  agreed  to 
sell  the  Journal  of  Commerce,  a  21,000- 
circulation  daily  business  newspaper 
based  in  New  York  City,  to  the  corpo¬ 
rate  parent  of  Britain’s  Economist  mag¬ 
azine  for  $115  million. 

Four  months  after  shutting  down  the 
Houston  Post,  Singleton  bought  one  of 
New  England’s  finest  papers,  the  Berk¬ 
shire  Eagle  of  Pittsfield,  Mass.,  plus 
three  smaller  dailies  and  a  weekly. 

The  Miller  family  parted  with  the 
Eagle  and  the  other  papers  only  reluc¬ 
tantly,  but  they  had  found  themselves 
squeezed  by  an  ill-starred  $25  million 
investment  in  an  office  complex  that 
went  into  business  just  as  the  New  Eng¬ 
land  economy  collapsed. 

As  the  sale  closed,  Singleton  sold 
one  paper  in  the  chain,  the  Middletown 
(Conn.)  Press,  to  Journal  Register  Co. 
for  a  reported  $10  million.  The  sale  re¬ 
portedly  angered  the  Miller  family, 
which  had  insisted  on  selling  the  papers 
as  a  package  and  were  said  to  be  op- 
lic  and  its  sister  paper,  the  afternoon  posed  to  letting  any  of  them  go  to  Jour- 
Phoenix  Gazette,  also  merged  their  nal  Register. 

newsrooms  in  the  fall.  Mickev  Mouse  became  a  newsnaner 


Nan  Tucker  McEvoy,  the  principal 
shareholder  of  Chronicle  Publishing  Co, 
in  San  Francisco,  sued  the  company 
and  her  relatives  to  regain  her  post  as 
chairman  of  the  board  after  directors. 
Her  suit  was  not  successful. 


An  important  transition  took  place  at 
the  top  of  Knight-Ridder  Inc.  on  March 
25  when  president  P.  Anthony  Ridder 
replaced  ailing  James  K.  Batten  (above) 
as  chief  executive  officer.  Batten,  who 
was  diagnosed  as  having  a  malignant 
brain  tumor,  died  on  June  24  at  the  age 
of  59. 


much  controver- 


But  the  $22  million  sale  of  the  North¬ 
west  Arkansas  Times  to  NAT  L.C.  —  a 
company  controlled  by  the  wealthy  and 
influential  Stephens  family  —  was  chal¬ 
lenged  immediately  by  Community 
Publishers,  which  is  owner  of  the  8,000- 
circulation  Daily  Record  in  nearby  Ben- 
tonville  and  a  company  controlled  by 
an  equally  famous  Arkansas  family 
name:  James  C.  Walton,  heir  to  the 
Wal-Mart  Stores  Inc.  business. 

In  a  lawsuit.  Community  Publishers 
charged  the  sale  would  create  an  effec¬ 
tive  newspaper  monopoly  in  the 
crat,  Oakland  Press  of  Pontiac,  Mich.,  Ozarks.  On  March  28,  the  antitrust  di- 
and  Wilkes-Barre,  Pa.,  Times  Leader.  vision  of  the  U.S.  Justice  Department 

also  challenged  the  sale,  essentially  re- 
Lawsuits  of  peating  the  Community  allegations  in  a 

the  rich  and  famous  separate  lawsuit. 

For  sheer  controversy,  however,  the  On  July  22,  U.S.  District  Judge  J. 
sale  of  one  13,000-circulation  daily  Franklin  Waters  agreed  with  the  chal- 
newspaper  made  almost  as  muc’n  noise  lenges,  and  ordered  the  sale  rescinded, 
in  1995  as  those  blockbusters.  A  federal  judge  overturned  the  sale. 

When  Thomson  Newspaper  Corp.  In  September,  Thomson  sold  the 
announced  in  January  that  it  planned  Northwest  Arkansas  Times  to  American 
to  sell  25  dailies  that  no  longer  fit  in  its  Publishing  Co.,  a  unit  of  Conrad 
strategic  plan,  few  could  have  guessed  Black’s  Hollinger  Inc.  now  known  as 
that  the  lone  Arkansas  paper  among  Hollinger  International. 

There  was  plenty 
of  newspaper  family 
controversy  in  a  city 
with  good  restau¬ 
rants,  too. 

Nan  Tucker 
McEvoy,  the  princi¬ 
pal  shareholder  of 


The  ever-dwindling  number  of  two-newspaper 
cities  dwindled  a  little  more  in  1995  as  a  result  of 
mergers  of  commonly  owned  newspapers. 
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Chronicle  Publishing  Co.  in  San  Fran¬ 
cisco,  sued  the  company  and  her  rela¬ 
tives  to  regain  her  post  as  chairman  of 
the  board  after  directors  convened  in  a 
special  meeting  April  19  to  pass  a  bylaw 
prohibiting  anyone  older  than  73  from 
sitting  on  the  board. 

McEvoy,  regarded  by  other  parts  of 
the  family  as  a  troublemaker,  is,  as  it 
happens,  75  years  old. 

She  charged  in  a  lawsuit  that  the 
measure  was  age  discrimination  and  a 
denial  of  her  cumulative  voting  rights 
under  California  law.  The  suit  was  not 
successful. 

An  important  transition  took  place 
at  the  top  of  Knight-Ridder  on  March 
25  when  president  P.  Anthony  Ridder 
replaced  ailing  James  K.  Batten  as  chief 
executive  officer.  Batten  was 
injured  severely  in  an 
October  1993  car  acci- 
dent  that  doctors  even-  V2>'' 

tually  traced  back  to  a 
malignant  brain  tumor.  ^ 

The  tumor  was  removed 
in  1994,  but  Batten  contin- 
ued  to  fight  cancer  until  he 
died  on  June  24  at  the  age 
of  59. 

There  was  also  change  at 
the  top  of  the  biggest  news- 
paper  industry  association. 

After  five  years  as  the  some- 
times  controversial  president 
and  CEO  of  the  Newspaper 
Association  of  America,  Cath-  i 
leen  Black  resigned,  effective 
the  end  of  the  year,  to  take  over  '  ^ 
the  magazine  division  of  Hearst  ^ 
Corp.  ^ 

Black  was  replaced  by  John  F.  ^ 
Sturm,  the  association’s  senior  vice  ,  : 
president/public  policy  and  general  ’ 
counsel  since  1992. 


signs  that  the  two  sides  were  any  closer 
together. 

By  publishing  a  combined  edition  at 
first,  the  Free  Press  and  News  managed 
to  continue  publishing  without  missing 
a  single  edition.  After  nine  weeks,  on 
Sept.  18,  the  papers  resumed  publishing 
normal,  separate  papers. 

Violence  and  vandalism  quickly  be¬ 
came  a  hallmark  of  the  strike,  with  both 
sides  blaming  the  other  for  provoca¬ 
tions.  There  have  been  no  deaths  or 
very  serious  injuries,  but  the  strike  has 
seen  numerous  arrests,  crude  bombs 
and  continuing  damage  to  newspaper 
vending  boxes.  Some  scuffling  at  distri¬ 
bution  centers  or  the  papers’ 
main  produc- 


Some  said  they  crossed  in  protest  of 
the  violence  and  disagreement  about 
union  strategy,  while  others  say  they 
were  succumbing  to  management  pres¬ 
sure  to  resume  work  or  be  replaced,  per¬ 
haps  permanently. 

Some  big-name  Detroit  journalists 
crossed  the  picket  lines,  including  car¬ 
toonist  Richard  Guindon  and  sports- 
writer  Mitch  Albom  at  the  Free  Press, 
and  business  columnist  Jon  Pepper  and 
television  writer  Tim  Kiska.  Most  of  the 
340  euiployees  who  have  crossed  picket 
lines  came  from  the  Guild. 

The  newspapers  and  the  JOA  have 
hired  about  1,300  nonunion  workers 
and  served  notice  that  they  are  satis- 
j^^ied  with  their  leaner  operation. 


Blood  read 

Violence  and  the  threat  of  vio- 
:nce  was  an  unfortunate  journal- 
stic  theme  in  1995. 

The  bombing  of  the  Alfred  P. 
Murrah  Federal  Building  in 
powntown  Oklahoma  City  on 
■the  morning  of  April  19  sent 
shock  waves  through  news- 
^fcapers,  as  dozens  raced  to  pro- 
^Buce  extras. 

But  it  was  actual  shock 
t^^aves  from  the  truck  bomb 
S^phat  tore  through  the  offices 
SlBjf  the  92-year-old  Journal 
^sRecord,  a  3,600-circulation 
|^|fcusiness  daily  located 
^g«across  the  street  from  the 
l^*^|federal  building.  Fortu- 
were  no 


l^^g£!|^pately,  there 

Vdeaths  or  serious  injuries 
the  paper.  However, 
^^^^'the  blast  destroyed  ac¬ 
cess  to  the  paper’s  printing 
presses  and  most  of  its  other  production 
equipment. 

The  nearby  Edmund  Sun  agreed  to 
print  the  paper,  and  the  University  of 
Central  Oklahoma  opened  its  public  re¬ 
lations  office  to  the  paper  as  a  tempo¬ 
rary  newsroom  and  composing  room. 

A  career  bomber  also  transfixed 
newspapers  during  1995. 

The  so-called  Unahomber  presented 
the  New  York  Times  and  Washington 
Post  with  a  wrenching  journalistic  and 
ethical  dilemma  when,  on  June  29,  the 
serial  bomber  sent  them  copies  of  a 
35,000-word,  anti-technology  manifesto 
and  suggested  that  if  either  paper  pub¬ 
lished  the  full  text  within  90  days,  he 
would  stop  killing  people  with  mail 
bombs. 

After  considerable  internal  and  in- 


Wfiat  was  described  as  the  worst  terror¬ 
ist  attack  in  U.S.  history  —  the  bomb¬ 
ing  of  a  nine -story  federal  office 
building  in  Oklahoma  City  —  was 
front-page  news  around  the  world  in 


Motor  City  mayhem 

Change  did  not  come  peacefully  in 
Detroit,  which,  in  1995,  was  the  scene 
of  a  newspaper  version  of  a  long,  hot 
summer. 

On  a  sweltering  evening  in  mid -July, 
some  2,500  journalists,  pressmen,  mail¬ 
ers,  circulation  workers  and  composing 
room  employees  from  six  unions  walked 
off  their  jobs  at  the  jointly  produced 
Detroit  Free  Press  and  Detroit  News. 

Neither  side  expected  a  quick  resolu¬ 
tion  to  the  labor  dispute,  which  had 
been  simmering  for  months.  And  as  the 
exceptionally  brutal  Detroit  summer 
gave  way  to  a  winter  that  turned  harsh  Newspaper  Guild  members  who  crossed 
unusually  early,  there  were  almost  no  their  own  picket  lines. 
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The  nine-month  murder  trial  of  O.J. 
Simpson  was  deemed  by  some  members 
of  the  press  as  the  “trial  of  the 
century.” 


dustry  debate  —  and  at  the  urging  of 
the  nation’s  top  law  enforcement  au¬ 
thorities  —  the  two  papers  agreed  to 
publish  the  manifesto  in  the  Washing¬ 
ton  Post  Sept.  19. 

The  O.J.  trial 

And  then  there  was  O.J. 

After  months  of  pretrial  frenzy,  the 
O.J.  Simpson  media  circus  reconvened 
Jan.  23  with  an  irresistible  force  —  a 
horde  of  journalists  prompted  by  huge 
public  interest  —  confronting  an  im¬ 
movable  object:  Trial  Judge  Lance  Ito’s 
determination  that  courtroom  reporters 
should  be  seen  but  not  heard  —  and 
maybe  not  seen,  either. 

Reporters  were  treated  like  suspects, 
searched  each  time  they  entered  the 
courthouse  and  forced  to  get  courtroom 
seating  clearance  every  day.  In  May,  Ito 
banned  L’SA  Today  reporter  Gale  Hol¬ 
land  and  a  Court  TV  commentator  for 
whispering. 

Even  on  the  last  day  of  the  trial,  Ito 
was  taking  shots  at  the  press,  warning 
jurors  about  to  be  released  after  months 
of  sequestration  to  “expect  the  worst” 
from  journalists  seeking  interviews. 

“Judge  Ito  changed  dramatically  dur¬ 
ing  the  trial,”  said  Linda  Deutsch,  the 
Associated  Press  special  correspondent 
who  added  O.J.  to  the  long  list  of  sensa¬ 
tional  trials  she  has  covered.  “He  was  a 
more  laid-back  guy  at  the  beginning 
....  By  the  end,  he  was  almost  tyran¬ 
nical.” 

Despite  the  obvious  public  interest, 
many  Americans  professed  to  be  indif¬ 
ferent  to  the  spectacle  —  and  one 


U.S.  newsmen 
meet  in  Ireland 


newspaper,  the  Carrollton,  Ga.,  Times- 
Georgian,  in  April  announced  it  would 
no  longer  publish  news  about  the  Simp¬ 
son  trial. 

Reasons  to  be  happy 

Indeed,  for  many  journalists,  the 
Simpson  circus  was  simply  one  more 
reason  to  be  depressed,  as  it  added  the 
humiliation  of  following  up  on  super¬ 
market  tabloid  coverage  to  the  other  in¬ 
juries  inflicted  by  the  business  in  1995. 

But  there  were  powerful  contrarian 
voices  throughout  the  year,  urging  the 
industry  to  dispel  the  gloom. 

“I  think  we  spend  an  extraordinary 
amount  of  time,  quite  frankly,  feeling 
sorry  for  ourselves  ....  If  we  don’t  have 
our  own  people  who  are  genuinely  and 
honestly  bullish  about  the  future  of 
newspapers  and  can  articulate  it  to  our 
staffs,  then  I  don’t  think  we  ought  to  be 
surprised  when  those  who  work  for  us 
are  scared,  wondering  if  there  is  a  fu¬ 
ture,”  Miami  Herald  publisher  David 
Lawrence  Jr.  told  the  72nd  annual  con¬ 
vention  of  the  American  Society  of 
Newspaper  Editors  in  April. 

For  one  thing,  the  industry  itself  is 
not  wallowing  in  despair  —  but  moving 
briskly  with  a  determination  to  shape 
the  future  rather  than  be  shaped  by  it. 

By  the  end  of  1995,  even  small  weekly 
newspapers  had  home  pages  on  the 
World  Wide  Web. 

Hopeful  sign 

Another  hopeful  sign  was  the  forma¬ 
tion  of  New  Century  Network.  An¬ 
nounced  at  the  annual  Newspaper  As¬ 
sociation  of  America  convention,  NCN 
is  an  alliance  of  eight  big  newspaper 
chains  —  counting  185  dailies  and 
20,000  journalists  among  them  —  that 
intends  to  create  a  network  of  online 
newspapers  that  will  share  advertising 
as  well  as  information. 

This  industry  can  take  heart,  too, 
from  the  Poynter  Institute  report  issued 
last  spring  that  showed  young  people 
are  reading  newspapers  with  far  more 
regularity  than  many  might  think. 

According  to  the  survey  released  at 
the  annual  American  Society  of  News¬ 
paper  Editors  convention,  more  than 
90%  of  young  people  read  some  part  of 
a  newspaper  occasionally  during  the 
week  and  about  30%  read  the  paper 
every  day. 

There  was  at  least  one  other  reason 
to  smile  during  1995:  On  Jan.  6,  the 
Wall  Street  Journal  started  a  sports  sec¬ 
tion  that  runs  every  Friday. 


JOURNALISTS  FROM  THE  North 
and  South  of  Ireland  met  recently  with 
journalists  from  the  North  and  South  of 
the  U.S.  at  a  seminar  hosted  by  the  U.S. 
Embassy  in  Ireland. 

“Only  three  decades  ago,  my  own  re¬ 
gion  —  the  South  —  was  racked  by  vi¬ 
olence,  bloodshed  and  death,  as  the 
civil  rights  revolution  changed  our  way 
of  life,”  Freedom  Forum  First  Amend¬ 
ment  Center  chairman  John  Seigen- 
thaler  commented. 

Accompanying  Seigenthaler  was 
American  Society  of  Newspaper  Editors 
president  Bill  Ketter,  editor  of  the 
Quincy,  Mass.,  Patriot  Ledger,  who  not¬ 
ed  the  meeting  was  a  “truly  important 
occasion  for  the  critical  role  newspapers 
can  play  in  the  peace  process  in  all  of 
Ireland.” 

“Just  getting  editors  from  the  North 
and  South  [of  Ireland]  together  to  dis¬ 
cuss  their  mutual  concerns  is  an  enor¬ 
mous  achievement,”  Ketter  said,  offer¬ 
ing  the  resources  of  ASNE  to  help  fur¬ 
ther  the  peace  process. 

Some  70  Irish  journalists  attended 
the  event  at  the  U.S.  Embassy  residence 
hosted  by  Ambassador  Jean  Kennedy 
Smith,  including  Nicholas  Nally,  editor 
of  the  Westmeath  Examiner  and  Tom 
Geoghegan,  president  of  the  Provincial 
Newspaper  Association  of  Ireland. 

Among  the  comments  of  the  Irish 
editors  were  their  difficulties  with  gov¬ 
ernments  and  libel  suits,  particularly 
their  vulnerability  to  defamation  law¬ 
suits. 

One  editor,  whose  paper  is  distrib¬ 
uted  in  both  Northern  Ireland  and  the 
Republic  of  Ireland,  said  his  paper  had 
been  harassed  by  Sinn  Fein,  to  which 
Ketter  suggested  keeping  international 
attention  on  such  harassment  and 
threats. 

Sunday  edition 

THE  CARLISLE,  PA.,  Sentinel  will  be¬ 
gin  publishing  a  Sunday  edition  as  of 
March  3. 

Publisher  Wayne  Powell  said  the  de¬ 
cision  was  made  after  two  years  of  con¬ 
sideration. 

The  18,000  Sentinel,  named  1995 
Newspaper  of  the  Year  by  the  Pennsyl¬ 
vania  Newspaper  Publishers  Associa¬ 
tion,  currently  comes  out  six  days  a 
week. 
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Still  Strong 

Despite  rising  newsprint  prices  and  declining  circulation, 
newspaper  companies  boosted  their  profitability  in  1995 


by  Tony  Case 

THE  BIGGEST  NEWS  in  the  newspaper  business  last  year 
was,  indisputably,  soaring  newsprint  prices  and  their  threat 
to  the  bottom  line. 

Now  for  the  silver  lining:  Thanks  to  a  healthy  advertising 
climate  and  strict  cost-cutting  measures,  publicly  owned 
newspaper  companies  actually  managed  to  boost  their  prof¬ 
itability  in  the  face  of  out-of-control  paper  expenditures, 
and  most  are  projecting  healthy  gains  for  1996. 

Executives  attending  the  23rd  Paine  Webber  Media  Con¬ 
ference  last  month  reported,  for  the  large  part,  that  rev¬ 
enues  and  profits  were  up  in  1995,  the  result  of  improved  ad¬ 
vertising  and  circulation  in¬ 
come. 

Finally,  newspapers  appear 
to  be  recovering  from  the 
devastating  recession  of  the 
early  1990s,  and  the  belly¬ 
aching  about  lackluster  pro¬ 
ceeds  and  mounting  compe¬ 
tition  that  defined  industry 
confabs  in  recent  times  has 
been  supplanted  by  a  mood 
of  confidence  that’s  positive¬ 
ly  palpable. 

“It  wasn’t  all  that  long  ago 
that  we  were  all  hearing 
about  the  demise  of  news¬ 
papers  and  broadcasting  in 
the  digital  age,’’  James  C.  Dowdle,  executive  vice  president 
of  Tribune  Co.,  told  analysts  gathered  in  New  York.  “What 
a  difference  a  couple  of  years  can  make.” 

As  Dowdle  pointed  out,  many  newspapers  are  reaping 
record  revenues,  as  advertisers  recognize  the  value  of  the 
medium’s  btoad-based  reach. 

Meanwhile,  some  corporate  types  seem  to  have  lost  their 
enthusiasm  about  the  world  of  online.  The  term  “informa¬ 
tion  superhighway”  has  taken  a  back  seat  to  “core  compe¬ 
tency.”  Still,  newspapers  continue  to  explore  electronic  op¬ 
portunities  in  droves. 

And  some  publishing  concerns  —  E.W.  Scripps  Co., 
Times  Mirror  Co.  —  that  were  so  eager  to  get  into  cable 
television  a  few  years  ago  have  abandoned  the  field  in  favor 
of  the  old-fashioned  print  product.  Others,  such  as  Knight- 
Ridder  Inc.,  are  looking  to  get  out. 

There  are  notable  exceptions.  Gannett  Co.’s  acquisition 
last  yeat  of  Multimedia  Inc.  marked  its  entry  into  the  cable 
game,  and,  for  the  first  time  ever,  the  Washington  Post  Co.’s 
cable  and  broadcast  assets  contri'nuted  more  to  profits  than 
its  print  business  in  1995. 

And  the  Post  Co.’s  stable  of  cable  investments  is  growing. 
President  and  chief  operating  officer  Alan  G.  Spoon  an¬ 


nounced  at  Paine  Webber  that  the  company  was  buying  ca¬ 
ble  systems  in  Arizona  and  Mississippi.  This,  on  top  of  a 
deal  last  summer  to  purchase  three  cable  companies  from 
Time  Warner  and  Cox  Communications. 

While  newspapers  bolster  the  balance  sheet  and  enhance 
their  profile  on  Wall  Street  with  severe  streamlining  initia¬ 
tives,  industry  morale  is  at  an  all-time  low.  Publishers  con¬ 
tinue  to  slash  scores  of  positions,  and  many  of  those  whose 
jobs  haven’t  been  sacrificed  for  the  sake  of  the  stockholders 
have  been  warned  they  will  get  meager  or  no  raises  in  the 
coming  years. 

The  ax  fell  especially  hard  at  Times  Mirror,  which  shut 
down  two  major  dailies,  killed  10  sections  of  its  flagship  Los 
Angeles  Times  and  fired 
2,000  people.  And  Knight- 
Ridder  announced  it  was 
cutting  hundreds  of  jobs 
and  flattening  the  manage¬ 
ment  structure  at  its  Miami 
and  Philadelphia  news¬ 
papers. 

Both  Knight-Ridder  and 
Gannett  Co.  experienced 
bone-crushing  losses  related 
to  the  ongoing  newspaper 
strike  in  Detroit.  The  compa¬ 
nies  have  lost  $100  million  at 
the  Detroit  Free  Press  and 
Detroit  News. 

Despite  the  industrywide 
trend  toward  retrenchment  —  and  the  hefty  price  tags  at¬ 
tached  to  newspapers  —  several  key  deals  were  cemented  in 
1995,  including  Gannett’s  monster  acquisition  of  Multime¬ 
dia,  Disney’s  takeover  of  Capital  Cities/ABC  Inc.,  Knight- 
Ridder’s  purchase  of  Lesher  Communications  Inc.  and  A.H. 
Belo’s  just-announced  agreement  to  buy  dailies  in  Kentucky 
and  Texas. 

A.H.  Belo 

Dallas-based  A.H.  Belo  Corp.  predicted  solid  growth  at  its 
core  businesses  over  the  next  three  to  five  years  and  expected 
revenues  at  its  principle  property,  the  Dallas  Morning  News, 
to  grow  at  an  above-average  rate. 

Despite  a  50%  hike  in  newsprint  expenditures  last  year, 
the  Morning  News  was  poised  to  deliver  close  to  double-digit 
improvement  in  operating  profits,  thanks  to  strong  penetra¬ 
tion  and  growing  circulation,  said  Robert  W.  Decherd,  chair¬ 
man,  president  and  CEO. 

The  daily  was  one  of  only  three  of  the  largest  U.S.  news¬ 
papers  to  see  gains  in  daily  and  Sunday  circulation  in  the 
most  recent  Audit  Bureau  of  Circulations  report. 

For  the  first  nine  months  of  last  year,  Belo  saw  its  revenues 
increase  by  20%,  to  $535.3  million.  Net  income  for  the  period 
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was  $45.43  million,  or  $1.14  a  share. 
Decherd  stopped  short  of  deliver¬ 
ing  specific  projections  for  1995  or 
this  year. 

Like  many  big  metros,  the 
Morning  News  is  busily  exploring 
opportunities  in  new  media.  But 
the  company  has  been  “very  judi¬ 
cious  in  how  many  resources  we’ve 
allocated  to  new  media  because  we 
believe  that  the  market  for  these 
new  products  is  not  yet  clearly  de¬ 
fined,”  Decherd  said. 

“We’re  not  going  to  put  our  core 
franchises  in  a  secondary  position 
in  order  to  pursue  information 
businesses.  But  all  of  us  traditional  media  must  extend  these 
franchises  on  a  value-added  basis  for  our  shareholders.” 

Belo’s  strongly  held  opinion  of  newspapers  is  evidenced  in 
its  recent  purchase  of  Kentucky’s  Owensboro  Messenger-In- 
quirer  from  the  Hager  family  and  the  Bryari'College  Station 
Eagle  in  Texas  from  Worrell  Enterprises  Inc.  The  transactions 
were  announced  days  prior  to  the  Paine  Webber  conference, 
during  which  Decherd  said  Belo  would  like  to  buy  more 
newspapers. 

On  the  television  side,  ad  trends  over  the  last  two  years 
were  encouraging  for  the  intermediate  to  long  term,  Decherd 
reported.  Expecting  sizable  growth  in  television  program¬ 
ming,  Belo  has  expanded  its  presence  in  that  business. 

Central  Newspapers 

Total  operating  revenue  at  Central  Newspapers  Inc.  was 
expected  to  be  up  about  11%  for  1995,  giving  the  company  a 
five-year  compound  annual  growth  rate  of  6%. 

Advertising  was  up  12%,  continuing  the  healthy  pace  of 
the  previous  three  years.  The  five-year  advertising  growth 
rate  was  7%,  including  the  dismal  years  of  1991  and  1992. 

Circulation  revenue  growth  was  also  promising,  and  well 
above  average  at  Central’s  main  newspaper  assets  in  Indi¬ 
anapolis  and  Phoenix.  Circulation  income  was  expected  to 
grow  by  7%  in  1995,  over  a  five-year  average  of  5%. 

Total  expenses  also  were  expected  to  rise,  to  11%  by  1995 ’s 
end,  pulling  the  five-year  rate  to  5%. 

Central,  which  is  headquartered  in  Indianapolis,  has  wit¬ 
nessed  strong  growth  in  cash  flow,  last  year  throwing  off  more 
than  $120  million  from  operations.  Cash  flow  in  1995  was  es¬ 
timated  at  15%  above  1994’s  healthy  levels.  Five-year  growth 
in  cash  flow  is  approaching  10%,  according  to  Thomas  K. 
MacGillivray,  director  of  investments. 

Earnings  per  share  accelerated  more  dramatically, 
MacGillivray  said.  After  declines  in  1991  and  1992,  the  past 
three  years  have  shown  high  growth  rates. 

According  to  analysts’  estimates,  earnings  per  share  were 
expected  to  be  up  about  30%  in  1995,  producing  a  five-year 
annual  growth  rate  of  more  than  13%. 

The  strong  earnings  growth  has  resulted  in  promising  divi¬ 
dend  growth,  with  620  paid  in  dividends  last  year,  19%  high¬ 
er  than  what  was  paid  in  1994. 

MacGillivray  pointed  out  that  Central’s  stock  price  had 
not  kept  up  with  its  earnings  growth,  however.  Last  month, 
the  company’s  stock  was  cheaper  than  it  had  been  during  any 
of  the  previous  five  Decembers. 

The  company  is  trading  about  6‘/2  times  1995  cash  flow. 


well  below  what  typically  had  been  traded  in  recent  years. 

As  of  Sept.  30,  Central  had  $125  million  in  cash  on  the 
books,  “a  lot  relative  to  the  size  of  our  company,” 
MacGillivray  said.  “And  we  have  virtually  no  long-term  debt, 
which  provokes  the  obvious  question:  Are  we  going  to  join 
the  feeding  frenzy  and  embark  upon  a  highly  dilutive  acquisi¬ 
tion?” 

Central  would  like  to  acquire  a  “good  newspaper  property 
or  two,”  according  to  MacGillivray,  preferably  a  medium-to- 
large  metro. 

On  a  smaller  scale,  the  company  recently  bought  a  news¬ 
paper  competing  with  its  property  in  Vincennes,  Ind.  Central 
has  another  acquisition  pending  in  the  Indianapolis  suburbs, 
and  its  Topics  Newspapers  in  suburban  Indianapolis  signed  a 
deal  t(5  buy  more  community  papers  in  the  area. 

Indianapolis  Newspapers  Inc.,  which  publishes  the  Indi¬ 
anapolis  Star  and  News,  has  witnessed  an  annual  growth  rate 
in  advertising  revenue  of  9.5%.  Nationally,  the  Newspaper 
Association  of  America  reported,  newspaper  ad  revenues  rose 
a  total  of  12.4%  between  1991  and  1994.  But  growth  at  Cen¬ 
tral’s  Indianapolis  properties  during  that  time  was  28.4%  — 
more  than  double  the  national  average. 

Last  year,  the  Star  and  News  saw  their  ad  revenue  grow  by 
11%,  due,  in  part,  to  a  new,  $300  million  shopping  center. 

INl  budgeted  a  reduction  in  production  expense  of  3.5% 
in  1996,  partly  the  result  of  negotiated  wage  increases  of  un¬ 
der  2%. 

The  papers  merged  their  morning  and  evening  news  staffs 
last  year.  As  a  result,  the  evening 
News  lost  about  3,500  copies,  but 
the  morning  and  Sunday  Star  now 
are  seeing  circulation  gains.  This 
year,  even  as  Sunday  single-copy 
and  home-delivery  prices  are  high¬ 
er,  INl  is  betting  on  healthy  daily 
and  Sunday  circulation  increases. 

Operating  income  in  Indianapo¬ 
lis  has  increased  97%  over  five 
years,  and  the  papers  expect  to  add 
another  4%  to  5%  to  that  total  this 
year.  Ad  revenue  is  expected  to 
grow  by  another  5%.  Expenses 
will  also  be  up  by  5%,  largely 
because  of  newsprint.  Paper  con¬ 
servation  and  payroll  reduction 
initiatives  are  being  carried  out. 

Indianapolis  has  had  success  with  various  audiotext  and 
online  products,  said  president  and  general  manager  Malcolm 
W.  Applegate,  and  the  papers  are  looking  “long  and  hard”  at 
online  classifieds. 

Phoenix  Newspapers  Inc.,  publishers  of  the  Arizona  Re¬ 
public  and  Phoenix  Gazette,  reported  outstanding  ad  linage 
growth  since  1993,  with  especially  strong  showings  in  em¬ 
ployment  and  automotive. 

This  year,  the  newspapers  expect  to  see  the  full  effect  of 
single-copy  and  home-delivery  price  increases  instituted  last 
March. 

Louis  A.  “Chip”  Weil  111,  publisher  and  CEO,  predicted  re¬ 
tail  advertising  in  Phoenix  to  rise  0.4%  this  year,  with  classi¬ 
fied  continuing  impressive  gains,  up  8.7?/o.  National  was  pro¬ 
jected  to  rise  10.3%.  Overall  linage  was  expected  to  gain  5% 
and  circulation  to  be  flat  daily  and  up  0.9%  Sunday. 

The  Arizona  dailies  have  products  on  America  Online  and 
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tlie  World  Wide  Web,  and  were  the  first  papers  to  use  Tri¬ 
bune  Media  Service’s  interactive  television  listings  service. 

Dow  Jones 

New  York-based  Dow  Jones  &.  Co.  Inc.  estimated  that  last 
year’s  earnings  grew  by  about  9%,  to  between  $1.95  and  $1.99 
per  share.  This,  following  three  consecutive  years  of  20% 
gains. 

President  and  chief  operating  officer  Kenneth  L.  Burenga 
called  1995  “a  year  of  investment.”  But,  while  the  company 
spent  heavily  on  new  business  —  especially  television  —  and 
was  saddled  with  sky-high  newsprint  price  increases  and 
problems  at  Dow  Jones  Telerate,  it  continued  to  be  profitable. 

1996  business  strategies  outlined  by  Burenga  included  the 
expansion  of  the  Wall  Street  Journal,  the  country’s  largest-cir- 
culation  newspaper. 

Last  year,  the  company  spent  about  $65  million  on  equip¬ 
ment  and  $3  million  in  one-time  operating  costs  so  the  pre¬ 
eminent  business  and  financial  daily  could  print  in  four-col¬ 
or.  The  paper’s  domestic  and  over¬ 
seas  editions  now  offer  process 
color  advertising,  and  Burenga  pre¬ 
dicted  that  by  this  month,  the  pa¬ 
per  would  go  from  two  to  six  color 
pages  a  day. 

The  executive  expected  this  col¬ 
or  capability  to  attract  new  busi¬ 
ness  —  not  only  from  existing  ad¬ 
vertisers,  such  as  automotive  and 
computer  manufacturers,  but  from 
new  ones,  such  as  office  furniture 
and  imaging  product  makers. 

The  broadsheet  also  introduced 
several  features  last  year,  including 
a  Friday  real  estate  page.  Home 
Front.  This  addition,  along  with 
new  sports  and  travel  sections,  are 
part  of  an  effort  to  enhance  the  paper’s  weekend-oriented 
coverage.  Editors  also  redesigned  mutual  fund  pages. 

Burenga  predicted  that  the  modest  advertising  growth  the 
Journal  witnessed  in  1995  would  continue  into  this  year.  An¬ 
other,  less-severe  increase  in  newsprint  prices  —  somewhere 
in  the  neighborhood  of  15%  to  20%  —  was  also  projected. 

“We  expect  that  1996  will  be  another  year  of  earnings  and 
cash  flow  growth  for  Dow  Jones,  with  revenue  growth  at  all 
our  business  units,  and  some  of  the  cost  pressures  —  such  as 
newsprint  and  four-color  printing  expenses  —  behind  us,” 
Burenga  said. 

Capital  expenditures  were  expected  to  total  about  $200 
million  in  1996  and  cash  flow  to  exceed  1995 ’s  $355  million. 

Other  priorities  Burenga  mentioned  were  the  expansion  of 
the  Business  Information  Services  unit,  the  financial  news 
and  information  service  Dow  Jones  Telerate  and  the  compa¬ 
ny’s  global  television  interests. 

Dow  Jones’  BIS  division  last  year  introduced  two  electron¬ 
ic  publications,  Persisnal  Journal  and  the  Wall  Street  Journal 
Money  &  Investing  Update.  These  are  the  forerunners  of  a 
fully  interactive  edition  of  the  Journal,  slated  for  launch  early 
this  year.  The  company  is  also  planning  to  put  Barron’s  and 
SmartMoney  online. 

Burenga  noted  that,  while  many  newspapers  are  scram¬ 
bling  to  produce  electronic  products,  Dow  Jones  is  no  new¬ 
comer  to  the  field.  Roughly  half  of  the  company’s  revenues 


and  two-thirds  of  its  operating  profits  come  from  electronic 
publishing. 

Foreign  editions  of  the  Journal  and  Dow  Jones’  other  over¬ 
seas  publications  saw  a  “specatular”  year,  he  said,  with  ad  rev¬ 
enues  up  over  25%.  The  paper  has  strengthened  its  presence 
in  Latin  America,  Canada,  South  Africa,  Poland  and  South 
Korea. 

While  Dow  Jones  Telerate,  which  comprises  about  85%  of 
the  company’s  Financial  Information  Services  segment,  had 
a  rough  year  stateside  because  of  increased  competition  from 
the  likes  of  Reuters  and  Knight-Ridder,  overseas  operations 
prospered.  The  foreign  segment  now  makes  up  over  60%  of 
Telerate’s  revenues  and  operating  profits. 

Dow  Jones  is  aggressively  expanding  its  global  television 
presence.  Total  TV  investment  last  year  was  put  at  $37  mil¬ 
lion. 

E.W.  Scripps 

E.W.  Scripps  Co.  president  and  CEO  William  R.  Burleigh 
repeatedly  spoke  of  “the  new  Scripps”  during  his  presenta¬ 
tion,  a  reference  to  the  $1.58  billion  merger  of  the  Cincinnati 
company’s  cable  interests  with  Comcast  announced  last  Oc¬ 
tober. 

“Ten  years  ago,  we  recognized  the  opportunity  that  cable 
offered  and  we  built  that  opportunity  into  an  asset  of  sub¬ 
stantial  value,”  Burleigh  said.  “When  conditions  changed, 
and  after  careful  study,  we  decided  to  maximize  that  value 
and  deliver  it  directly  to  our  shareholders  in  the  most  effi¬ 
cient  way.” 

Burleigh  called  the  Comcast  deal  “a  real  home  run"  for 
Scripps  stockholders. 

The  newly  structured  Scripps  consists  of  three  divisions; 
newspapers,  which  account  for  63%  of  the  company’s  busi¬ 
ness;  broadcast  television,  making  up  28%;  and  entertain¬ 
ment,  with  9%. 

Cash  flow  this  year  will  be  split  60/40,  between  newspapers 
and  television.  While  entertainment  will  lose  some  money, 
Scripps’  licensing,  syndication  and  cable  programming  oper¬ 
ations  all  will  be  profitable. 

The  company  now  will  be  nearly  debt-free,  will  have  an¬ 
nual  free  cash  flow  of  about  $100  million  and  will  be  “far  less 
capital  intensive”  without  cable,  according  to  Burleigh. 

In  the  first  nine  months  of  last  year,  newspaper  revenue 
was  up  7%,  to  $468  million.  Operating  cash  flow  dipped  1%, 
to  $116  million,  and  operating  income  fell  3%,  to  $89  million. 
Alan  M.  Horton,  senior  vice  president  for  newspapers,  pre¬ 
dicted  a  “fairly  strong”  fourth  quarter. 

Ad  revenue  maintained  solid 
growth,  beating  the  industry  aver¬ 
age  six  of  the  nine  months.  May 
was  the  only  month  the  company 
recorded  growth  of  under  5%. 
Year-to-date  growth  was  8%,  one 
point  ahead  of  the  U.S.  newspaper 
average. 

The  company  offset  newsprint 
increases  by  reducing  consumption 
8%. 

Horton  said  the  company  had 
several  goals  for  the  newspaper  di¬ 
vision,  including  boosting  produc¬ 
tivity  and  efficiency;  increasing 
market  share  in  Ventura,  Calif., 
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and  in  metropolitan  Denver,  where  strong  showing  by  1995’s  end.  Ad  revenue  rose  5%,  reflecting 
the  Rocky  Mountain  News  has  wit-  higher  per-page  yields  and  a  slight  increase  in  paid  pages, 
nessed  steady  circulation  declines;  New  advertising  positions  generated  incremental  revenue  in 
and  developing  new  market  seg-  1995,  and  several  fixed  placements  are  sold  out  for  1996,  at 
ments  and  revenue  streams.  20%  premiums. 

Scripps  newspapers  are  “aggres-  The  daily  fought  off  higher  newsprint  expenditures  by 
sively  attempting”  to  build  penetra-  slashing  costs  in  other  areas,  especially  circulation.  Expenses 
tion  and  push  up  circulation  rev-  unrelated  to  paper  were  up  less  than  1%  for  the  year,  and  ex- 
enue,  according  to  Horton.  penses  since  1990  have  grown  but  1%  annually. 

The  executive  spent  consider-  Total  expenses  at  Gannett  newspapers,  including 
able  time  talking  about  the  Denver  newsprint,  were  predicted  to  finish  the  year  3%  over  1994. 
newspaper  competition  (examined  Newsprint  costs  rose  24%  and  payroll  was  up  about  2.5%, 
in  the  Oct.  21  E&P),  which  he  while  other  costs  were  held  to  2.6%  below  1994  levels, 
characterized  as  “America’s  most  Overall  newspaper  revenue  grew  last  year  in  the  4%  to  5% 
hotly  contested  newspaper  battle.”  range,  reported  Gary  L.  Watson,  president  of  the  newspaper 
He  also  touted  the  company’s  division, 
vast  electronic  ventures,  noting  that  online  and/or  audiotex  The  Northwest  did  somewhat  better,  at  7%,  while  the  Pa- 
products  are  being  offered  in  18  Scripps  markets.  cific  region  remained  in  the  doldrums,  mainly  due  to  weak 

Scripps’  United  Media  has  begun  to  reap  the  benefits  of  an  economies  in  Southern  California  and  Hawaii, 
extensive  restructuring,  which  involved  selling  Garfield  char-  In  the  Northwest,  retail  revenue  was  up  by  about  5%  and 
acter  copyrights  and  moving  to  less-expensive  offices.  The  di-  classified  soared  10%.  In  California  and  Hawaii,  retail  was 
vision  recently  entered  into  licensing  agreements  with  Na-  down  2%  and  classified  grew  only  3%. 
tional  Geographic  and  PBS.  Newspapers  in  the  South,  Midwest  and  Plains  performed 

well,  as  economic  conditions  in  those  regions  were  stronger. 

Oannctt  USA  Weekend,  the  weekly 

President  and  CEO  John  J.  Curley  said  Gannett  Co.  Inc.’s  ^  newspaper  magazine,  with  a  circu- 

1995  revenue  amounted  to  about  $4  billion,  and  predicted  lation  of  about  19  million,  has  had 

net  income  would  exceed  1994’s  $465  million  by  a  “re-  ^ve  straight  years  of  growth.  But 

spectable”  figure.  ■  operating  profit  was  down  in  1995, 

In  his  presentation,  Curley  concentrated  on  last  year’s  revenue  in  the 

Multimedia  transaction,  the  company’s  largest  acquisition  second  half.  1996  projections  are 

ever.  The  deal  put  Gannett  —  whose  92  newspapers,  with  a  more  promising,  with  profit  in- 

combined  circulation  of  6.7  million,  make  it  the  nation’s  creases  expected, 

biggest  newspaper  concern  —  in  three  new  fields:  cable,  TV  Watson  said  Gannett  had  been 

programming  and  security  systems.  monitoring  at  its  newspapers  the 

Thanks  to  the  purchase,  the  Arlington,  Va.,  company  also  shift  from  major  advertisers 

assumed  a  record  level  of  debt.  But,  top  executives  maintain,  such  as  department  and  grocery 

Gannett  will  use  its  free  cash  flow  over  the  next  few  years  to  stores  to  small  advertisers, 

retire  the  acquisition-related  debt.  Beginning  this  year,  it  will  Douglas  McCorkindale  Only  a  decade  ago,  large-space 

pay  down  as  much  as  $400  million,  with  payments  to  in- _ advertisers  accounted  for  50%  of 

crease  if  cash  flow  grows  as  expected.  retail  ROP  revenue.  By  1995,  that 

Gannett  bought  Multimedia  for  $1.7  billion  and  agreed  to  share  had  fallen  to  33%,  largely  because  of  a  continuing  con- 
assume  the  company’s  sizable  debt.  Curley  valued  the  acqui-  version  to  preprints  and  a  new  round  of  financial  difficulties 
sition  at  less  than  8  times  the  projected  1996  cash  flow.  With  the  retailing  business.  Small  advertisers  now  make  up 
Multimedia,  Gannett  adds  10  daily  newspapers  and  49  around  6%  of  ROP  revenue,  or  $24  million, 
nondailies  —  on  top  of  the  broadcast,  cable  and  program-  Classified  saw  strong  results  in  1995,  the  third  consecutive 
ming  interests  —  to  Gannett’s  massive  media  empire.  year  of  double-digit  gains  in  employment.  Automotive  also 

_  “We  originally  sought  Multime-  saw  steady  improvement. 

dia  because  it  operates  great  news-  Real  estate  classified  ads  were  affected  by  local,  stand- 
papers  and  television  stations,”  alone  books.  On  average,  per-inch  real  estate  advertising  fell 
Curley  said.  “In  our  due  diligence,  2.3%. 

we  became  intrigued  with  its  cable  Watson  projected  that  in  1996,  employment  advertising 
operations.”  would  account  for  36%  of  all  classified  revenue;  automotive, 

^  ^  broadcast  and  cable  30%;  real  estate,  21%;  and  other,  13%. 

B|  'M  acquisitions  would  significantly  ex-  Gannett’s  tobacco  advertising  fell  about  8%,  to  $28  mil- 

X  pand  Gannett’s  earnings  from  elec-  lion,  last  year.  Other  national  sales  grew  about  10%  domesti- 

^^B  ttonic  media.  This  year,  broadcast,  cally  and  about  half  that  rate  in  Canada,  despite  a  lagging 
^^B^  ^B  t-sble  and  programming  business  economy  there.  Local  business  advertising  showed  strong  re- 

will  make  up  nearly  30%  of  the  suits,  and  the  media,  entertainment  and  retail  categories  wit- 
^^^B  company’s  operating  cash  flow.  nessed  especially  healthy  growth. 

USA  Today,  the  1.5  million-cir-  In  1995,  Gannett  got  aggressive  with  circulation  pricing, 
culation,  nationally  distributed  implementing  54  increases  nationally.  Predictably,  the  corn- 
newspaper,  was  expected  to  make  a  pany’s  total  newspaper  circulation  was  down,  dipping  just  un- 
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Media  General  Newspapers 


Media  General 

Welcomes  the  Newest  Members 
Of  Our  Growing  Family 


We  welcome  to  our  corporate 
family  The  Daily  Progress  in  Charlottes¬ 
ville,  the  Culpeper  Star-Exponent,  the 
News  &  Advance  in  Lynchburg,  and  the 
Suffolk  News-Herald,  with  a  combined 
daily  circulation  of  81,000. 

With  this  acquisition,  including 
a  number  of  other  publications.  Media 
General  has  extended  its  presence  within 
several  growing  Virginia  communities. 
The  special  knowledge  that  these  news 
operations  have  of  their  readers  and  mar¬ 
kets  will  increase  our  news  gathering 
abilities.  Meanwhile,  residents  will  ben¬ 
efit  from  enriched  news  products  and 
services. 


Candlelight  tour  announced 

Downtown 


Semipro  Football 


P$g»6A 


All  are  within  our  home  state  — 
where  Media  General  Cable  serves 
Northern  Virginia  and  Fredericksburg 
residents,  and  where  our  first  paper,  the 
Richmond  Times-Dispatch,  is  now  avail¬ 
able  on-line  for  Prodigy  users  through 
Gateway  Virginia. 

Through  The  Tampa  Tribune  and 
the  Winston-Salem  Journal,  network  tele¬ 
vision  stations  in  Tampa,  Jacksonville, 
Florida,  and  Charleston,  South  Carolina, 
and  other  subsidaries,  Media  General  is 
satisfying  news  and  information  needs  in 
the  Southeast.  And  we  will  continue  to 
do  so  in  each  community  that  is  served  by 
our  growing  family  of  companies. 


A  unique  musician 
in  The  Music  Man’ 


Koostvsil 

diptlNit 

Lf{smn*ci 


Voters  find  little  to  get  excited  alxNit  in  this  year’s  races 


Don't  forget  to  vote  today 


(Elic  iNeuiH  $c  Ahuana 


Our  Story  is 
Total  Commitment 


Richmond  Times-Dispatch 
The  Tampa  Tribune 
Winston-Salem  Journal 
The  (Charlottesville)  Daily  Progress 
Culpeper  Star-Exponent 
The  (Lynchburg)  News  &  Advance 
Suffolk  News-Herald 


Etfierly  man 
robbed,  left 
on  roadside 

Live-in  c.M!Cih«i 
faring  three  chargis 


Rabin  buried  with  tears^  praise 

World  leaders, 
gather 
lerusalem 


der  1%  daily  and  2%  Sunday. 

Pointing  to  “hand-wringing  stories”  about  declining  news¬ 
paper  circulation,  Watson  boasted  that  readership  at  Gannett 
papers  is  up. 

“Based  on  the  research  we  do  each  year,  pass-along  read¬ 
ership  has  increased  from  14%  of  the  total  in  1991  to  19% 
this  year,”  he  said  last  month.  “That’s  an  additional  803,000 
readers  who  are  seeing  the  advertisers’  messages  on  an  aver¬ 
age  weekday.” 

Watson  offered  a  stinging  take  on  the  months-old  labor 
problem  in  Detroit. 

“Why  a  strike  in  Detroit?  The  reasons  are  many  and  com¬ 
plex,”  he  said.  “But  the  bottom  line  is  that  the  union  leader¬ 
ship  refused  to  recognize  the  undeniable  fact  that  the  Detroit 
Newspapers  were  overstaffed  and  operating  with  outmoded, 
archaic  work  rules  that  institutionalized  feather-bedding  in 
many  departments. 

“Instead,  the  union  leaders  miscalculated  by  demanding 
not  only  a  continuation  of  these  practices,  but  also  increases 
in  wages  and  benefits  that  would  have  guaranteed  the  Detroit 
Newspapers  could  not  be  competitive  in  the  late  1990s  and 
beyond.” 

Gannett’s  Detroit  News  and  Knight -Bidder  Inc.’s  Detroit 
Free  Press  have  continued  to  publish  every  day  since  the 
unions  went  on  strike  last  July. 

Gannett  vice  president  and  chief  financial  officer  Douglas 
H.  McCorkindale  put  the  company’s  1995  operating  loss  in 
Detroit  at  $50  million,  compared  to  earnings  of  $20  million 
the  previous  year. 

“Despite  Detroit,  we  expect  our  operating  cash  flow  to  ex¬ 
ceed  $1  billion,  growing  sev¬ 
eral  million  from  1994,”  the 
executive  said.  “Broadcasting 
had  a  record  year  and  out¬ 
door,  too,  allowed  us  to  over¬ 
come  the  shortfall  in  newspa¬ 
per  earnings.” 

Despite  losses  at  the  News, 
business  there  is  improving 
monthly,  Watson  pointed  out. 

Both  daily  and  Sunday  circu¬ 
lation  are  growing,  reaching  about  80%  of  1994  results  last 
November. 

Gannett  continued  exploring  online  opportunities  in  1995, 
introducing  a  USA  Weekend  home  page  on  America  On- 
Line.  Over  a  dozen  Gannett  properties  have  online  services. 
The  company  is  looking  to  expand  its  online  classified  adver¬ 
tising  presence. 

Last  summer,  the  company  launched  the  software  develop¬ 
ment  and  marketing  venture  GMTl,  which  is  focused  on 
three  products:  Ad-Link,  a  real  estate  advertising  producer; 
Mass,  a  lap  top  for  ad  salespeople;  and  Paperdesk,  an  inte¬ 
grated  archiving  system  developed  in  conjunction  with  Digi¬ 
tal  Collections  of  Hamburg,  Germany. 

Gannett’s  TV  operations  enter  1996  with  “strong  momen¬ 
tum,”  according  to  Curley.  Last  year  saw  record  profits,  with 
earnings  through  10  months  up  more  than  20%.  And  the 
company’s  outdoor  advertising  division  continued  its  recov¬ 
ery  in  1995. 

Harte-Hanks  Communications 

Harte-Hanks  Communications  Inc.  of  San  Antonio  re¬ 
ported  a  “terrific”  year,  with  management  expecting  to  meet 


analysts’  earnings  per  share  esti¬ 
mates  for  1995.  It  also  predicted  ex¬ 
cellent  earnings  growth  for  1996. 

President  and  CEO  Larry 
Franklin  said  Harte-Hanks’  strong 
performance  through  the  first 
three  quarters  was  achieved  in  the 
face  of  significant  operating  chal¬ 
lenges,  including  unprecedented 
newsprint  hikes  and  a  14%  postal 
rate  increase.  Weak  CBS  network 
ratings  and  the  absence  of  political 
advertising  in  1995  dragged  down 
television  profits,  and  the  overall 
health  of  the  retail  industry  pre¬ 
sented  a  challenge  for  all  the  com¬ 
pany’s  businesses. 

For  the  first  nine  months,  Harte-Hanks  achieved  EBITDA 
(earnings  before  interest,  taxes,  depreciation  and  amortiza¬ 
tion)  growth  of  19.7%  on  revenue  growth  of  10.9%,  excluding 
the  results  of  Boston  community  newspapers,  which  were 
sold  last  March. 

Earnings  per  share  for  the  period  went  up  29%,  to  $1.01, 
excluding  gains  on  divestiture  of  the  Boston  properties  and  a 
small  alternate-delivery  company  in  Cincinnati,  sold  in  July. 
Earnings  per  share,  plus  the  noncash  goodwill  amortization 
charge,  totaled  $1.35,  with  after-tax  cash  flow  of  $1.84. 

Evaluating  1995’s  performance,  senior  vice  president  and 
chief  financial  officer  Dick  Ritchie  said  the  company  benefit¬ 
ed  from  debt  reduction,  as  well  as  good  operating  results. 

Through  Sept.  30,  debt 
was  reduced  by  $65  million, 
the  result  of  free  cash  flow 
generated  during  the  year, 
the  conversion  of  the  compa¬ 
ny’s  $20  million  convertible 
notes  and  net  proceeds  from 
the  sale  of  the  Boston  papers. 
Interest  expense  for  the  full 
yeat  was  put  at  the  $16  to  $17 
million  range,  down  about  $1 

million  from  the  previous  year. 

Goodwill  and  depreciation  totaled  about  $23  million  and 
capital  spending  was  about  $16  million  at  year’s  end.  This  was 
expected  to  result  in  net  free  cash  flow  of  about  $35  million 
after  capital  spending  and  dividend  payments  and  before  ac¬ 
quisitions  or  divestitures. 

As  for  direct  marketing,  the  company’s  fastest-growing 
business,  Ritchie  said  management  expected  1995  revenues 
of  16%. 

Shopper  revenues  were  expected  to  grow  anywhere  from 
3%  to  5%  in  1996,  primarily  reflecting  ad  rate  increases  and 
a  circulation  decline  at  the  company’s  Dallas-Fort  Worth  area 
shopper  business.  No  expansion  was  planned  for  shoppers. 

Newspaper  ad  revenue  was  expected  to  rise  5%  to  7%  this 
year,  mainly  the  result  of  rate  increases.  Circulation  volume 
was  expected  to  be  flat,  with  recently  implemented  home-de- 
livery  prices  yielding  revenue  growth  of  about  5%  to  7%. 

Newsprint  expense  for  the  newspaper  segment  was  pre¬ 
dicted  to  rise  by  as  much  as  28%.  Paper  made  up  about  18% 
of  newspaper  operating  costs  last  year.  Payroll,  which  consti¬ 
tuted  45%  of  operating  costs,  was  expected  to  increase  by  3% 
to  4%,  and  other  expenses  by  as  much  as  3%. 


“Despite  Detroit,  we  expect  our 
operating  cash  flow  to  exceed 
$1  billion,  growing  several  million 
from  1994,”  the  executive  said. 
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In  the  television  division,  revenue  growth  was  put  at  10%  liked,  they  were  achieved  despite  some  overwhelming  chal- 
to  12%,  the  effect  of  political  ads  and  renegotiated  network  lenges.  These  included  a  $50  million  loss  at  the  Detroit  Free 
compensation  deals.  Press;  a  $5  million  investment  in  new  ventures;  $15  million 

On  a  consolidated  basis,  Ritchie  said  depreciation  and  in  severance  costs,  mainly  at  the  Miami  Herald,  the  PhiladeU 
goodwill  amortization  should  total  about  $25  million  this  phia  Inquirer  and  Daily  News,  and  Knight-Ridder  Financial; 
year.  General  corporate  expense  was  expected  to  decline  by  and  a  $95  million  increase  in  newsprint  expenditures, 
about  $1  million,  and  net  interest  expense  to  drop  off  by  $3  Ridder  said  of  the  Detroit  newspapers:  “While  the  strike 
million.  continues,  we  believe  that  the  unions  are  losing  their  mo- 

Capital  spending  is  forecast  in  the  $16  million  to  $17  mil-  mentum.  Picketing  and  violence  —  especially  since  just  be- 
lion  range.  The  effective  tax  rate  for  1996  was  projected  to  be  fore  Thanksgiving  weekend  —  have  subsided  quite  signifi- 
about  45%.  Fully  diluted  shares  will  total  about  21  million,  or  cantly.” 

31.5  million  adjusted  for  a  previously  announced  3'for'2  stock  He  noted  that  the  Free  Press  and  Gannett’s  Detroit  News 
split  effective  Dec.  15,  1995.  now  operate  with  hundreds  fewer  employees,  and  that  ad  rev- 

,  ,  T»  •  J  J  enue  is  slowly  coming  back.  By  last  month’s  end,  he  predict- 

IV.nignt« Ridder  ed,  advertising  will  have  reached  about  70%  of  1994  levels, 

Knight-Ridder  Inc.  of  Miami  expected  1995  operating  prof-  and  it  will  move  up  every  month  in  1996.  Circulation  is  also 
it  to  reach  about  $235  million,  with  earnings  per  share  of  as  growing,  off  25%  daily  and  20%  Sunday  last  month,  corn- 
much  as  $2.33.  Revenue  was  put  at  $2.7  billion,  a  4%  gain  pared  with  the  previous  year. 

over  1994  and  6%  improvement  excluding  results  in  Detroit.  Ridder  expected  Knight-Ridder  to  lose  about  $25  million 
Newspaper  revenue  was  projected  to  be  $2.3  billion,  in-  more  on  Detroit  in  1996. 
eluding  two  months  of  income  from  newspapers  acquired  In  Philadelphia,  the  company  expects  to  achieve  a  12% 
from  Lesher  Communications  last  October.  This  is  a  5%  im-  profit  margin  this  year,  compared  with  8%  in  1995.  The  in- 
provement  over  1994,  8%  excluding  Detroit.  crease  will  come  mainly  from  a  work  force  reduction  of  8%. 

Newspaper  operating  profit  was  expected  to  be  down  20%  Management  is  in  contract  negotiations  with  11  unions,  with 
to  22%,  or  $273  million  to  $278  million,  because  of  losses  re-  agreements  including  “work  rule  changes  that  are  helpful  to 
lated  to  the  ongoing  Detroit  strike.  Without  Detroit,  profits  us,”  Ridder  said. 

would  have  been  flat.  Total  operating  profit  was  put  at  $230  The  company  wants  to  raise  the  Herald’s  profit  margin  to 
million  to  $235  million,  off  by  about  30%.  the  high-teen  level,  according  to  Ridder.  The  paper  has  in- 

P.  Anthony  Ridder,  chairman  and  CEO,  said  that  while  stituted  several  cost-saving  measures,  including  a  work  force 
these  results  weren’t  as  promising  as  management  would  have  reduction  of  10%  and  a  newsprint  conservation  program. 

Help  Your  Readers  Say  No  to 
Frozen  Pipes. 

Why?  Because  frozen  pipes  can 
cause  a  flood  inside  homes, 
ruining  furniture,  appliances, 
flooring,  walls  and  even 
keepsakes. 

On  average,  a  quarter  million 
homes  are  affected  annually,  and  a 
cold  weather  outbreak  can  cause  a  real  disaster ...  big 
numbers  of  victims,  big  headaches  and  big  costs. 

But,  unlike  a  tornado  or  hurricane,  this  disaster  is 
avoidable. 

Your  paper  can  help  by  telling  readers  how  to  keep 
pipes  from  freezing.  We  can  help  by  sending  you  free, 
non-commercial  brochures  to  offer  and  by  putting  you  in 
touch  with  experts  you  can  interview. 

Contact  us  with  this  form: 

Suie  Fanil  Fire  and  Casuahy  Company  Home  Office:  Bloomington.  Illinois 


Please  send  me  the  following  NO  FROZEN  PIPES 
information: 

_  Press  release/general  information. 

_  NO  FROZEN  PIPES  brochures.  (You  may  want  to 

offer  these  to  your  readers.  We’ll  provide  any  number 
of  brochures  you  request  at  no  cost,  or  you  may  ask 
readers  to  write  to  us  directly.) 

_  Number  of  brochures  needed. 

_  Information  about  potential  interview  subjects. 

Name _ 

Title _ 

Newspaper _ _ 

Address _ 

City _ State _ 

ZIP 


Mail  to:  No  Frozen  Pipes 

Public  Affairs  Department 
State  Farm  Insurance 
One  State  Farm  Plaza 
Bloomington,  IL  6171()-0(X)1 


NoImnPi^ 


Or  fax:  (309)766-2670 

For  additional  information,  call:  (309) 
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Knight 'Ridder  Financial  cut  125 
employees  last  year,  which  Ridder 
said  will  help  put  the  beleaguered 
division  on  the  road  to  profitabili¬ 
ty- 

Excluding  Detroit  and  the  Lesh- 
er  properties,  Knight-Ridder  pro¬ 
jects  a  6%  increase  in  ad  revenue 
this  year,  a  30%  jump  in  newsprint 
and  a  headcount  reduction  of 
about  700. 

The  company  also  looks  forward 
to  significantly  improved  earnings 
per  share,  somewhere  in  the  $3.40 
to  $3.50  range,  excluding  Detroit, 
Ridder  said. 

Total  revenue  was  expected  to  grow  in  1996  by  3%  to  4%, 
excluding  acquisitions  and  dispositions.  Newsprint  increases 
could  amount  to  $105  million. 

Knight-Ridder  expects  salaries  to  inch  up  3%  to  4%. 

Depreciation  and  amortization  expense  was  projected  to 
rise  19%,  half  of  the  increase  attributed  to  the  Lesher  pur¬ 
chase. 

Net  interest  expense  increases  were  put  at  $20  million  to 
$25  million,  the  result  of  debt  associated  with  the  Lesher  ac¬ 
quisition,  which  was  expected  to  dilute  earnings  in  the  new 
year  by  about  120  a  share. 

Operating  cash  flow  was  expected  to  be  $500  million. 

In  1995,  Knight-Ridder  had  between  $120  million  and  $130 
million  in  plant  and  equipment  expense.  This  year,  that  fig¬ 
ure  was  projected  to  rise  to  $140  million,  due  to  a  press  ex¬ 
pansion  project  in  Miami. 

The  company  had  about  48.5  million  shares  outstanding 
by  year’s  end.  It  purchased  5.8  million  shares,  following  a  1994 
purchase  of  2.5  million  shares.  Knight-Ridder  said  it  would 
continue  to  buy  its  own  shares  in  1996,  but  not  to  the  extent 
it  had  in  previous  years. 

In  1996,  Knight-Ridder  will  have  online  services  at  all  its 
newspapers  through  InfiNet,  a  joint  venture  with  Landmark 
Communications  of  Virginia. 

Mercury  Center,  the  online  venture  of  the  company’s  San 
Jose  Mercury  News,  was  expected  to  make  a  small  profit  this 
year. 

“We’ve  found  that  current,  time-sensitive  news  and  adver¬ 
tising,  when  combined  with  archival  information  and  a 
search  tool,  creates  good  business  potential,”  Ridder  said. 

The  executive  touted  the  success  of  CareerPath.com,  a  na¬ 
tional,  interactive  employment  service  operated  jointly  with 
six  major  newspaper  companies.  After  just  one  month,  the 
service  is  getting  100,000  hits  a  day,  and  more  newspapers  are 
scheduled  to  join  up  in  1996,  Ridder  reported. 

The  company  is  also  involved  with  video  projects,  such  as  a 
nightly  news  program  in  Philadelphia,  and  with  the  New 
Century  Network,  a  newspaper  consortium  investigating  on¬ 
line  possibilities. 

Although  Knight-Ridder  is  heavy  into  new  media,  Ridder 
confirmed  his  commitment  to  the  core  business  of  newspa- 
pering.  The  company,  he  said,  will  continue  to  investigate 
newspaper  acquisitions. 

“We  believe  that  the  brand  name  identity  of  our  news¬ 
papers  will  go  a  long  way  with  consumers  who  are  flooded 
with  news  and  entertainment,”  he  said.  “We  think  they  need 
a  credible  source  to  help  them  sort  through  and  make  sense 


of  the  information  overload.” 

Knight-Ridder  president  John  C.  Fontaine  said  the  compa¬ 
ny  was  “not  pleased”  with  its  Business  Information  Services 
division,  where  1995  revenues  were  expected  to  be  off  by  2%, 
at  $500  million.  Excluding  the  Journal  of  Commerce,  which 
the  company  sold  last  April,  revenues  in  the  segment  were 
projected  to  be  7%  greater,  while  operating  profit  declined  by 
more  than  one-third.  This,  mainly  because  of  hard  times  at 
Knight-Ridder  Financial,  the  real-time  information  provider 
that  has  struggled  because  of  fierce  competition  from 
Reuters,  Bloomberg  and  others. 

Fontaine  said  Knight-Ridder  was  looking  for  “an  attractive 
way  of  exiting”  the  cable  television  industry  in  1996.  The 
company  is  in  business  with  the  nation’s  largest  cable  opera¬ 
tor,  Tele-Communications  Inc. 

New  York  Times 

The  New  York  Times  Co.  said  its  1995  earnings  per  share 
—  excluding  gains  from  the  sale  of  women’s  magazines,  sev¬ 
en  regional  newspapers  and  a  press  —  would  be  between 
$1.32  and  $1.42,  a  significant  improvement  over  1994. 

Newspapers,  representing  85%  of  the  New  York-based 
company’s  revenue,  were  faced  with  an  $85  million  increase 
in  newsprint  expenditures  last  year,  a  weaker  retail  environ¬ 
ment  and  a  transport  strike  in  the  Southeast.  Still,  the  divi¬ 
sion  expected  1995  operating  profit  to  rise  10%. 

Excluding  gains,  severance  and  new  media  investments, 
profits  would  have  been  up  15%,  according  to  Diane  P.  Baker, 
senior  vice  president  and  chief  financial  officer. 

Baker  attributed  the  healthy  profits  to  circulation  rate  in¬ 
creases,  and  newsprint  conservation  initiatives  and  other  cost 
controls.  The  regional  newspapers  succeeded  in  attracting 
additional  local  advertisers  to  offset  the  shift  of  food  adver¬ 
tising  from  ROP  to  preprint. 

Information  services,  which  was  moved  to  the  newspaper 
division  from  the  broadcast  group,  performed  well  in  1995. 

This  year,  management  predicted  ad  revenue  would  be  in 
line  with  1995.  It  also  projected  flat  ad  volume,  smaller  in¬ 
creases  in  circulation  revenues,  continued  newsprint  increas¬ 
es,  staff  reductions  at  the  New  York  Times  and  Boston  Globe 
and  a  “small-scale”  exploration  of  new  media  opportunities. 

Baker  called  last  year’s  magazine  group  results  “satisfacto¬ 
ry,”  and  projected  a  modest  increase  in  operating  profits  this 
year.  Slight  increases  in  profit  were  expected  for  the  broad¬ 
cast  division. 

The  company  is  carrying  out  several  streamlining  tactics. 

Among  them:  setting  up  a  service 
center  in  Norfolk,  Va.,  a  project 
that  will  cause  gross  expenditures 
on  people  and  equipment  to  rise 
from  $8  million  last  year  to  $18 
million  in  1996  and  1997. 

The  company  expected  $250 
million  to  $260  million  in  free  cash 
flow  in  1995  before  capital  expen¬ 
ditures.  Estimated  at  $230  million, 
the  expenses  take  into  account  the 
construction  of  printing  plants  in 
Queens,  N.Y.,  and  Lakeland,  Fla. 

Capital  expenditures  for  1996 
were  put  at  $275  million  to  $300 
million. 

New  York  Times  president  Rus- 


Arthur  Sulzberger  Jr. 
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CaU  For  Entries 
Enter  1995  Marketing/Promotion  Successes 
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Editor  &  Publisher  and  the  International  Newspaper 
Marketing  Association  annually  recognize  excel¬ 
lence  in  newspaper  marketing.  By  entering  your 
best  promotion/marketing  projects,  you  are  pro¬ 
viding  recognition  for  your  staffs  efforts  and 
you  are  contributing  your  ideas  for  the  benefit  of 
the  newspaper  industry'  worldwide. 

E&P  and  the  INMA  are  proud  of  the  contribution 
this  competition  has  made  to  the  newspaper 
industry  since  1931  and  we’re  pleased  to  con¬ 
tinue  the  tradition.  We  invite  you  to  participate 
in  this,  the  6lst,  E&P ANMA Awards  Competition. 

Winners  will  be  announced  at  the  INMA  Inter¬ 
national  Conference,  April  14-17,  1996,  Banff 
Springs  Hotel,  Banff,  Alberta,  Canada. 


This  award  is  designed  to  recognize  innovative 
and  extraordinary  results-oriented  marketing 
campaigns. 


Nineteen  categories  are  represented  in  four  general 
groups: 

In-Paper  Promotion 
Printed  Materials 
Outside  Media 

Research,  Public  Relations,  Internal  Affairs 

Entries  compete  in  one  of  four  circulation 
groups: 

Under  50,000 
50,000-100,000 
100,000-200,000 
Over  200,000 
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A  panel  of  newspaper  readers  will  select  what 
they  deem  the  best  of  the  inpaper  entries. 
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sell  T.  Lewis  said  that  for  the  first 
10  months  of  1995,  operating  profit 
was  up  10%. 

Lewis  said  the  company  had  be¬ 
gun  relying  on  circulation  revenue, 
as  advertisers  could  no  longer  be 
relied  upon  solely  for  newspaper 
profits.  Circulation  revenue  in¬ 
creased  12%  in  1993,  14%  in  1994. 
In  the  first  10  months  of  last  year, 
it  improved  by  another  16%. 

“We  had  budgeted  an  increase 
closer  to  10%, ”  Lewis  told  the  ana¬ 
lysts.  “But  when  newsprint  prices 
kept  skyrocketing,  we  decided  to 
push  circulation  prices  a  bit  hard¬ 
er,  resulting  in  this  16%  increase.” 

This  emphasis  on  circulation  has  resulted  in  a  “fairly  dra¬ 
matic”  change  in  the  revenue  pie,  Lewis  noted.  In  1987,  ad 
revenue  represented  86%  of  total  revenue,  with  circulation 
making  up  14%.  By  1995,  advertising  had  fallen  to  70%,  with 
circulation  growing  to  30%. 

“Because  circulation  revenues  are  inherently  more  stable 
than  advertising  revenues,”  Lewis  said,  “this  shift  in  our  busi¬ 
ness  mix  is  a  healthy  one.” 

The  Times  has  increased  its  percentage  of  subscribing 
readers  on  weekdays  from  29%  15  years  ago  to  55%  today,  the 
executive  reported.  This  brand  loyalty  is  all  the  more  impres¬ 
sive  considering  that  seven-day  delivery  of  the  paper  goes  for 
a  whopping  $350  in  the  New  York  area. 

The  Times  has  retained  most  of  the  nearly  quarter-million- 
copy  circulation  gains  it  witnessed  daily  and  Sunday  during 
the  1980s. 

The  newspaper  is  also  experiencing  ad  revenue  growth.  In 
1995,  ad  revenue  was  projected  to  be  up  anywhere  from  5%  to 
6%  over  1994  levels. 

Last  year’s  30%  newsprint  increases  would  have  been  35% 
if  not  for  paper  conservation  efforts,  according  to  Lewis.  The 
Times  reduced  its  printing  web  width  by  an  inch  and  cut  its 
circulation  in  some  outlying  areas.  Non-newsprint  costs  in¬ 
creased  less  than  3%  last  year. 

The  broadsheet  continues  to  trim  its  staff.  Between  1987 
and  1994,  it  eliminated  nearly  900  positions.  Fifty  full-time 
slots  went  last  year.  These  cutbacks  will  “intensify”  in  1996, 
Lewis  said. 

For  1996,  ad  revenue  was  expected  to  grow  5%  to  6%,  cir¬ 
culation  revenue  by  6%. 

Times  publisher  Arthur 
Sulzberger  Jr.  announced  that  in 
the  first  quarter  of  1997,  the  paper 
would  begin  printing  a  new  North¬ 
east  edition,  which  will  be  printed 
at  satellite  locations  in  Boston  and 
Washington,  D.C.  Still  being  de¬ 
signed,  the  paper  will  be  a  cross 
between  the  regular,  four-part 
Times  and  the  national  edition. 

“By  no  longer  being  forced  to 
print  the  Times  in  New  York  and 
then  truck  it  to  Boston  and  Wash¬ 
ington  for  home  delivery,  we  will 
be  able  to  push  back  our  dead¬ 
lines,”  the  publisher  said.  “In  an 


era  when  news  travels  faster  than  ever,  our  ability  to  shrink 
the  time  between  when  we  report  the  news  and  when  our 
readers  get  it  is  a  critical  advantage.” 

Also  in  early  1997,  the  Times  will  complete  construction  of 
a  $450  million  printing  and  distribution  facility  in  College 
Point,  in  the  borough  of  Queens.  Production  will  be  stopped 
at  the  paper’s  antiquated  Times  Square  facility.  Also  next 
year,  the  Times  will  introduce  in  the  New  York  area  a  full- 
color  edition  that  consists  of  six  or  seven  sections. 

Times  Mirror  Co. 

President  and  CEO  Mark  H.  Willes  reflected  on  a  tumul¬ 
tuous  time  at  the  Los  Angeles  Times  parent,  which  made 
headlines  in  1995  for  shutting  down  New  York  Newsday  and 
Baltimore’s  Evening  Sun  and  for  eliminating  2,000  staff  posi¬ 
tions. 

“1995  has  been  a  very  difficult  year  for  Times  Mirror,” 
Willes  said.  “Virtually  every  operating  company  has  faced 
challenges  on  both  the  revenue  and  cost  sides.” 

The  result;  The  Los  Angeles-headquartered  company 
threatened  to  fall  below  budgeted  earnings  throughout  the 
year  and,  during  the  spring,  its  stock  price  plummeted  to  a 
10-year  low.  The  decline  was  partly  the  result  of  Times  Mir¬ 
ror’s  pulling  out  of  the  cable  business. 

To  meet  1995  budget  expecta¬ 
tions,  management  focused  its  at¬ 
tention  on  net  earnings  and  return 
on  capital  generated  at  its  busi¬ 
nesses,  substantially  reduced  its 
cost  base  and  took  one-time,  pre¬ 
tax  charges  of  over  $800  million  to 
restructure  assets,  Willes  told 
Paine  Webber  attendees. 

Times  Mirror  was  helped  by 
some  of  these,  hurt  by  others,  ac¬ 
cording  to  the  executive. 

“On  the  negative  side,  we  have 
pressed  our  people  and  our  systems 
to  their  limits,”  he  said.  “Morale 
has  suffered.  Some  of  the  decisions 
we  made  have  been  less  than  per¬ 
fect,  and  at  times,  our  execution  has  been  a  little  ragged.” 

As  Willes  noted,  the  financial  markets  responded  posi¬ 
tively  to  Times  Mirror’s  new  direction.  The  company’s  share 
price  rose  from  a  dismal  $17.25  last  spring  to  a  current  high  of 
about  $32.  The  increase  represented  a  value  to  shareholders 
of  more  than  $1.6  billion.  A  rise  in  earnings  per  share  of  50% 
over  1995  was  projected  for  this  year,  and  Willes  expected  in¬ 
creases  in  the  area  of  40%  in  1997  and  30%  in  1998. 

The  company’s  compensation  system  is  being  changed  so 
that  executive  pay  is  tied  directly  to  shareholder  interests. 
Now,  25%  of  senior  executives’  annual  bonuses  will  be  paid 
in  restricted  stock  that  vests  over  four  years.  A  stock  option 
grant  will  be  made  to  all  employees  of  more  than  a  year. 

Management  expected  operating  companies  to  earn  a  re¬ 
turn  on  capital  ahead  of  cost  on  capital,  currently  about  12%, 
and  to  meet  or  exceed  industry  averages  in  operating  profits. 

The  restructuring  will  save  about  $50  million  in  costs  asso¬ 
ciated  with  discontinued  operations  and  $125  million  in  op¬ 
erating  expense  annually,  Willes  predicted. 

Capital  spending  —  put  at  $140  million  for  1996  —  should 
decline  in  subsequent  years  to  a  running  rate  of  about  $120 
million. 


Russell  T.  Lewis 
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The  company  will  be  “very  se¬ 
lective”  in  adding  assets,  Willes 
said. 

“In  general,  I’m  not  a  fan  of  ac¬ 
quisitions,”  he  commented.  “Paying 
the  going  rate,  for  most  companies, 
rewards  other  shareholders,  not 
our  own.  We  intend  to  remain  dis¬ 
ciplined  in  our  expectations  for  fi¬ 
nancial  returns  and  performance.” 

Times  Mirror  will  use  cash  flow 
to  increase  common  stock  divi¬ 
dends  and  to  repurchase  stock. 
The  company  will  purchase  around 

_  12  million  shares  over  the  next 

three  years. 

Times  publisher  and  Times  Mirror  executive  vice  president 
Richard  T.  Schlosberg  111,  who  was  named  a  director  of  the 
company  on  the  eve  of  the  Paine  Webber  gathering,  elaborat¬ 
ed  on  Times  Mirror’s  cost-cutting  measures. 

Besides  the  New  York  and  Baltimore  closures,  the  compa¬ 
ny  eliminated  10  unprofitable  sections  of  its  flagship  Los  An¬ 
geles  broadsheet.  Along  the  way.  Times  Mirror  cut  13%  of  its 
work  force,  generating  an  annual  savings  of  $74  million,  ac¬ 
cording  to  the  publisher. 

The  company  expected  to  end  1995  with  $195  million  in 
operating  profit,  a  margin  of  9.5%. 

“This  puts  us  about  even  with  1994,  which  is  remarkable 
given  the  softness  of  the  economies  in  our  markets  and  the 
fact  that  we  have  absorbed  $90  million  in  newsprint  expense 
increases,”  Schlosberg  said. 

He  reported  that  advertising  revenue  losses  at  Newsday 
Inc.  were  less  than  had  been  expected.  The  Queens  edition 
of  Long  Island  Neuisday,  which  replaced  the  defunct  Man¬ 
hattan  edition,  performed  better  than  expected.  Its  circula¬ 
tion  reached  an  impressive  100,000.  Newsday’s  net  profit  im¬ 
proved  between  15%  and  20%  in  the  second  half. 

Baltimore  converted  nearly  100%  of  its  nonduplicated  sub¬ 
scribers  to  the  morning  Sun.  Circulation  is  18%  greater  than 
four  years  ago. 

In  both  New  York  and  Baltimore,  Times  Mirror  made 
pacts  with  unions.  These  deals  will  “provide  significant 
chariges  in  press  manning  and  other  important  features  that 
will  substantially  and  permanently  reduce  their  costs  —  in 
Neu/sday's  case,  $17  million,”  Schlosberg  said. 

The  elimination  of  the  Times  sections  will  have  an  annual 
impact  on  profits  of  $10  million. 

While  folding  its  Spanish-language  weekly,  Nuestro  Tiem' 
po,  Times  Mirror  started  a  new  paper  in  the  market,  Para  Ti, 
in  cooperation  with  the  country’s  largest  Spanish-language 
daily.  La  Opinion.  Times  Mirror  has  a  50%  stake  in  La  Opin' 


Schlosberg  predicted  15%  growth  in  operating  profits  for 
1996,  anticipating  ad  revenue  growth  of  4%  to  5%,  excluding 
Newsday,  and  newsprint  increases  of  as  much  as  25%.  Com¬ 
pensation  expense  will  be  6%  less  and  other  expenses  4% 
less.  The  company  is  “firmly  on  track”  to  reach  average  in¬ 
dustry  profit  margins  of  14%  to  16%  by  1998,  the  executive 
reported. 

Times  Mirror  predicted  ad  growth  at  all  its  newspaper 
properties,  except  Newsday. 

As  for  new  media,  the  company  is  launching  web  sites  in 
Los  Angeles,  New  York  and  Hartford,  and  continues  its  in¬ 


volvement  with  the  joint  online  recruitment  venture,  Ca- 
reerPath.com. 


Tribune 

Through  the  first  nine  months  of  1995,  Chicago-based  Tri¬ 
bune  Co.’s  revenues  rose  8%,  net  income  shot  up  26%  and 
earnings  soared  32%,  excluding  unusual  items.  These  figures 
were  helped  along  by  the  company’s  investment  in  newsprint 
maker  QUNO,  an  asset  Tribune  is  trying  to  shed. 

The  publishing  segment  saw  record  revenues  last  year,  ac¬ 
cording  to  executive  vice  president  James  C.  Dowdle.  Ad  rev¬ 
enues  exceeded  $1  billion  for  the  first  time  ever.  Circulation 
income  also  achieved  record  levels,  and  other  revenue  grew 
by  20%.  Total  revenue  was  up  5%  to  6%. 

Profits,  meanwhile,  were  off  —  the  result  of  newsprint  and 
investment  in  new  business.  Newsprint  will  continue  to  be  an 
albatross  this  year,  with  expected  15%  increases,  amounting 
to  $40  million  in  extra  expense.  Total  publishing  expenses 
will  go  up  4%  to  6%. 

Dowdle  said  he  and  his  colleagues  were  “cautious”  about 
the  advertising  outlook,  projecting  1996  revenue  growth  of 
3%  to  5%. 

Operating  profits  this  year  will  be  held  down  because  of 
new  assets.  But,  Dowdle  said,  “our  future  growth  depends  on 
new  revenue  streams.”  In  1996,  Tri¬ 
bune  will  spend  about  $10  million 
on  new  business. 

Many  of  the  investments  are  in 
the  area  of  new  media.  The  com¬ 
pany  is  partners  in  SoftKey,  one  of 
the  biggest  consumer  software 
companies.  With  other  newspaper 
concerns,  it  launched  Career- 
Path. com  and  the  New  Century 
Network.  And  its  Tribune  Ventures 
is  developing  electronic  products. 
The  company  also  has  4  million 
shares,  or  a  5%  partnership,  in 
America  Online. 

In  Florida,  Tribune  has  several 
online  ventures,  including  Orlando 
Sentinel  Online  and  Destination  Florida,  a  joint  project  with 
Knight-Ridder. 

Broadcasting  and  entertainment  revenues  were  expected 
to  rise  10%  to  12%  in  1996,  due  to  the  strength  of  the  televi¬ 
sion  group.  The  company  has  seen  excellent  results  at  broad¬ 
cast  stations  affiliated  with  the  new  Warner  Bros,  network. 

Tribune  president  and  CEO  John  W.  Madigan  said  the 
company  will  spend  $400  million  for  acquisitions  in  1996, 
raising  its  debt  level  to  about  $1  billion.  Capital  expenditures 
were  put  at  $130  million.  The  tax  rate  should  remain  at  41%. 

Tribune  looks  for  operating  cash  flow  to  continue  to  grow. 
Cash  flow,  which  was  $512  million  in  1994,  grew  last  year  and 
will  increase  significantly  in  1996,  Madigan  projected. 

Washington  Post 

Except  for  the  Washington  Post,  which  has  been  saddled 
with  newsprint  prices  and  a  bleak  retail  climate,  all  of  the 
Washington  Post  Co.’s  units  reported  higher  operating  in¬ 
come  in  1995. 

For  the  first  time  ever,  the  broadcast  division  was  the  com- 
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Sl*v*  Lindermann,  national  advet' 
rising  manager  at  the  Torrance,  Calif., 
Daily  Breeze,  has  been  named  nation¬ 
al  advertising  director  of  L.A.  Coastal 
Combo. 

It  is  a  joint  venture  between  Copley 
Los  Angeles  newspapers  and  the  Long 
Beach,  Calif.,  Press-Telegram. 


The  Proven 
Professional. 


Richard  L. 
Hare 


•  Consultant  to  300  dailies,  weeklies, 
and  shoppers  in  last  20  years 

•  Market  wise  in  50  states  and 
Canada 

•  Expert  manager,  trainer 

•  Executive  recruiter 

•  Successful  broker  and  appraiser 

Hare  Associates^  Inc. 

62  Black  Walnut  Drive 
Rochester,  New  York  14615 
716/621-6873 

Celebrating  Twenty  Years  of 
Professional  Service 


Harvey  Hill,  60,  a  well-known  busi¬ 
nessman  in  the  Claremont,  N.H.,  area, 
has  been  named  publisher  of  Eagle 
Publications  Inc.  in  Claremont. 

R.  Scott  Whiteside,  director  of 
strategic  development  at  Times  Mirror 
Co.,  has  been  appointed  director  of 
strategy  and  technology  for  media  at 
Cox  Enterprises,  Atlanta. 

Vince  Vawter,  managing  editor  at 
the  Knoxville  (Tenn.)  Nevus-Sentinel, 
has  been  named  president  and  editor 
at  the  Evansville  (Ind.)  Courier. 

He  succeeds  Thomas  W.  Tuley, 
who  retired- 

Larry  Rulison,  editor  at  the  Fayet¬ 
teville  Eagle  Bulletin  and  Dewitt  Times, 
has  been  named  editor  at  the  Bald- 
winsville  Messenger. 

The  move  is  part  of  several  promo¬ 
tions  and  new  hires  that  have  occurred 
at  Eagle  Newspapers,  Baldwinsville, 
N.Y.,  a  group  of  12  weekly  newspapers 
in  the  suburban  Syracuse,  N.Y.,  mar¬ 
ket. 

David  Tyler,  editor  in  Bald¬ 
winsville,  takes  over  the  Liverpool  Re¬ 
view. 

Jennifer  Kovalich,  a  reporter  at 
the  Chittenango-Bridgeport  Times,  was 
named  editor  of  the  Cazenovia  Review. 

Kate  Brennan,  a  reporter  for  the 
Hamilton  Tribune,  was  appointed  edi¬ 
tor  at  the  Chittenango-Bridgeport 
Times. 

Andrew  Larrison,  former  editor 
at  the  Owego  News,  becomes  editor  at 
the  Hamilton  Tribune. 

Chris  Denlen,  former  managing 
editor  at  the  Del  Norte  Prospector, 
South  Fork  Tines  and  Mineral  County 


Miner,  all  part  of  the  Valley  Publishing 
Group  in  Monte  Vista,  Colo.,  was 
named  editor  of  the  Fayetteville  Eagle 
Bulletin  and  Dewitt  Times. 

Kevin  Jacehus,  a  1995  graduate  of 
Syracuse  University  with  a  degree  in 
photojournalism,  was  appointed  staff 
photographer  for  all  12  Eagle  news¬ 
papers. 

Deirdre  S.  Channing,  managing  ed¬ 
itor/news  at  the  Stamford  (Conn.)  Ad¬ 
vocate,  has  been  promoted  to  editor. 

Joseph  F.  Pisani,  managing  editor 
at  the  Greenwich  (Conn.)  Time,  was 
named  editor. 

They  succeed  Kenneth  H.  Brief, 

who  retired  as  executive  vice  president 
and  editor  of  the  Advocate  and  Time 
effective  Dec.  31. 

Keith  Monroe,  an  editorial  writer  at 
the  Virginian-Pilot,  Norfolk,  Va.,  has 
been  promoted  to  editorial  page  editor. 

John  T.  Moore,  44,  assistant  manag¬ 
ing  editor  for  news  at  Scripps  Howard 
News  Service,  has  been  named  editor 
of  the  San  Luis  Obispo,  Calif., 
Telegram-Tribune. 

William  J.  Rush,  publ  isher  and 
CEO  of  the  New  Haven  Register,  has 
assumed  the  additional  responsibilities 
of  vice  president  of  Journal  Register 
Co.,  parent  of  the  Register. 

Kurt  O.  Landefeld,  an  executive 
with  Landefeld  Communications, 
which  is  a  marketing  communications 
company  based  in  Peninsula,  Ohio,  has 
been  named  marketing  communica¬ 
tions  director  at  the  Akron  Beacon 
Journal. 
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Top  Storit 

Of  1995 


Include  Oklahoma  City  bombing,  wan  torn  Bosnia,  OJ.  Simpson 


TERRORISM  IN  OKLAHOMA  City, 
blood-soaked  Bosnia,  and  a  not-guilty 
verdict  in  the  O.J.  Simpson  murder  tri¬ 
al  are  among  1995’s  biggest  news  sto¬ 
ries,  according  to  a  year-end  poll  of  ex¬ 
ecutives  and  subscribers  to  Reuters, 
United  Press  International  and  the  As¬ 
sociated  Press. 

At  final  count,  169  bodies  were 
found  inside  the  twisted  wreckage  of 
the  bombed-out  Alfred  P.  Murrah  fed¬ 
eral  building.  More  than  500  people 
were  injured  on  April  19  when  the  fer¬ 
tilizer  bomb  exploded. 

Wrenching  photos  of  a  limp  and 
bloody  Baylee  Almon,  sobbing  rescue 
workers,  and  disbelieving  victims 
splashed  across  front  pages  of  news¬ 
papers  nationwide. 

AP  voted  the  bombing  the  biggest 
story  of  the  year,  UPI  had  it  second, 
and  Reuters,  fourth. 

After  years  of  standing  on  the  side¬ 
lines,  the  United  States  has  committed 
itself  to  peace  keeping  in  Bosnia,  the 
second-biggest  story  of  the  year  ac¬ 
cording  to  the  AP.  Bosnia  was  number 
one  for  UPI,  as  well  as  for  Reuters. 

In  October,  O.J.  Simpson  walked 
and  the  country  convulsed.  Reaction 
to  the  not-guilty  verdict  was  largely 
split  along  racial  lines,  with  many 
blacks  cheering  as  many  whites 
watched  in  stunned  disbelief.  AP  voted 
the  trial  and  acquittal  the  third-biggest 
story  of  the  year,  as  did  UPI.  Reuters 
placed  it  number  two. 

This  fall,  as  the  peace  process  began 
to  spread  in  the  Mideast,  violence  took 
the  life  of  one  of  its  chief  architects. 
On  Nov.  5,  Israel’s  Prime  Minister 
Yitzhak  Rabin  was  shot  at  point-blank 
range  by  an  Israeli  law  student.  Rabin’s 
murder  was  the  fourth-biggest  story  of 
1995  for  AP  and  UPI,  and  the  third- 
biggest  for  Reuters. 

On  Jan.  16,  an  earthquake  rocked 
the  city  of  Kobe,  Japan.  Some  16,000 
people  were  killed  and  more  than 


gress  and  the  Contract  with  America 
still  make  headlines.  AP  voted  it  the 
sixth-biggest  story  of  the  year,  UPI 
placed  it  at  number  five. 

A  March  nerve  gas  attack  on  a 
Tokyo  subway  by  a  ciilt  left  12  people 
dead  and  more  than  5,000  injured.  AP 
voted  the  attack  the  seventh-biggest 
story,  UPI  placed  it  at  number  ten. 

Air  Force  Capt.  Scott  O’Grady  won 
over  the  county  with  his  big  smile  and 
humble  account  of  his  six-day  ordeal 
after  being  shot  down  over  Serb-held 
territory  in  the  former  Yugoslavia. 

O’Grady  was  voted  the  eighth- 
biggest  story  of  1995  by  AP. 

UPI  voted  France’s  underground 
South  Pacific  nuclear  testing  number 
eight. 

AP  voted  t'ne  killer  heat  spree  in 
Chicago  the  ninth  most  prominent 
story  of  the  year.  UPI  selected  the  Rus¬ 
sian  war  against  separatist  republic  of 
Chechnya. 

The  outcome  of  confessed  killer  Su¬ 
san  Smith  —  life  in  prison  rather  than 
the  death  penalty  —  was  AP’s  tenth 
most  prominent  story  of  the  year. 

AP  and  UPI  selected  the  top  10 
biggest  stories,  while  Reuters  named 
the  top  5. 


THE  DAILY  OKLAHOMAN 


Qty  Struggles  With  Shock  of  Deadly  Bombing 


Scorn  niM 
In  Bomb  Bloit; 
IStato  Slurawd 


Small  ChUdron  VkHfm 
In  Day-Car*  Ctnl*r 


26,000  injured.  The  7.2-magnitude 
quake  —  the  worst  in  Japan  since  1923 
—  left  Kobe  in  shambles. 

The  disaster  was  voted  AP  and 
Reuters’  fifth-most  important  story, 
and  UPI’s  seventh. 

The  Republican  control  over  Con- 


John  A.  Park,  Jr.  & 
Associates 


Expertise  and  reliability 

for  owners  considering  the  sale 

of  their  newspapers. 


(919)  8i8-7202 
Fax:  (919)  848-7148 
202  Springmoor  Drive 
Raleigh,  NC  27615 
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Postal  Fight 
Projected 

For  1996 

Newspaper  associations  gear  up  for  intense  activity 


by  Debra  Qersh  Hernandez 

NEITHER  SNOW,  NOR  rain,  nor 
heat,  nor  gloom  of  night  will  stay 
postal  issues  from  becoming  a  leading 
policy  issue  in  1996. 

Both  the  Newspaper  Association  of 
America  and  the  National  Newspaper 
Association  are  gearing  up  for  intense 
postal  activity  both  on  the  U.S.  Postal 
Service/Postal  Rate  Commission  front 
and  in  Congress. 

“Clearly,  postal’s  going  to  be  our 
number-one  issue.  There’s  just  no  way 
around  it,”  said  NNA  president  and 
CEO  Tonda  Rush. 

NAA  president  and  CEO  John 
Sturm  noted  that  the  Postal  Service 
had  not  been  subject  to  substantial  leg¬ 
islative  changes  since  it  was  formed  in 
the  early  1970s. 

“There  seems  to  be  a  desire  to  look 
at  the  postal  system  and  see  if  substan¬ 
tial  changes  need  to  be  made  legisla¬ 
tively,”  he  said. 

The  groundwork  for  legislative  ac¬ 
tion  was  laid  during  oversight  hearings 
last  fall,  and  more  are  likely  when 
Congress  reconvenes,  Sturm  said.  Al¬ 
though  legislation  is  expected  to  be  in¬ 
troduced  at  some  point  in  1996,  Sturm 
was  not  sure  it  would  “go  the  full 
route,”  given  other  items  on  the  agen¬ 
da  and  the  presidential  election. 

“I  expect  there  will  be  fixes,  Band- 
Aids,  with  possibly  a  bigger  package  in 
the  following  Congress,”  he  said. 

Sturm  had  reservations  about  some 
of  the  legislation. 

“We  are  concerned  about  any  leg¬ 
islative  proposal  that  would  give  the 
Postal  Service,  in  effect,  the  ability  to 
continue  to  shift  overhead  away  from 
third-class  mailers  and  onto  first-class 
mailers,”  he  said. 

“At  present,  we  believe  that  first- 


“The  Postal  Service  wants  to  act  more 
like  a  business.  There  is  a  serious  ques¬ 
tion  if  the  intent  of  Congress  was  to  cre¬ 
ate  a  business  or  a  public  service.” 

—  John  Sturm,  president  and  CEO, 
Newspaper  Association  of  America 


class  pays  a  disproportionately  high 
share  of  overhead  costs.  If  you  look  at 
volume,  it  seems  out  of  whack.  Third 
class  has  high  volume  and  low  over¬ 
head.  First  class  has  low  volume  and 
high  overhead. 

“We’re  concerned  about  anything 
that  would  shift  costs  onto  first  class 
and  away  from  third  class,”  Sturm  said, 
adding  that  the  stage  has  been  set  for 
this  in  current  rate  case  proposals. 

“I  worry  about  two  things,”  Sturm 
said.  “That  the  Postal  Rate  Commis¬ 
sion  will  allow  them  to  do  that,  or  that 
they  [the  PRC]  will  do  the  right  thing 
and  deny  the  Postal  Service  many 
things  they  seek,  and  then  the  Postal 


Service  will  run  up  to  Capitol  Hill  and 
ask  for  it.” 

Sturm,  noting  that  the  USPS  would 
like  to  abolish  the  PRC,  defended  the 
PRC,  calling  it  “an  intelligent  filter  on 
what  the  [Postal]  Service  can  and  can¬ 
not  do. 

“The  Postal  Service  wants  to  act 
more  like  a  business,”  he  said.  “There  is 
a  serious  question  if  the  intent  of  Con¬ 
gress  was  to  create  a  business  or  a  pub¬ 
lic  service.” 

Postal  is  “the  big  ticket  issue  that’s 
coming  in  the  next  one,  two,  three 
years,”  Sturm  commented.  “From  a  re¬ 
source  standpoint,  we  will  be  very  hap¬ 
py  if  telecom  comes  to  a  successful 
conclusion  as  soon  as  possible  and 
helps  clear  the  deck  for  postal  stuff.” 

The  pending  rate  case  is  fully  briefed 
and  argued,  with  a  PRC  decision  ex¬ 
pected  in  mid-  to  late  January,  Sturm 
said. 

Depending  on  what  happens  then, 
the  case  will  go  back  to  the  USPS 
board  of  governors,  go  back  to  the 
PRC,  or  maybe  go  to  court. 

“It  will  produce  a  reaction  on  the 
Hill  sooner  rather  than  later,”  Sturm 
said.  “The  actual  conclusion  of  the 
case  may  take  a  while  longer.” 

Postal  issues  have  been  a  tremen¬ 
dous  drain  on  the  resources  of  the 
NNA,  as  well,  according  to  Rush,  who 
noted  that  her  group  had  spent 
$110,000  on  this  case,  more  than  ever 
before. 

“We  scraped  for  every  penny,”  she 
said,  pointing  out  that  a  lot  of  the  fi¬ 
nancing  came  from  member  contribu¬ 
tions  in  the  $30  to  $50  range. 

“It’s  a  tough  thing  to  finance.  It  is  a 
challenge,”  Rush  said.  “But  it’s  not  go¬ 
ing  make  us  to  say  the  Postal  Rate 
Commission  ought  to  be  abolished.  It 
is  essential  right  now  for  us  to  have  the 
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“My  LEMS-NEXIS  investigation 
into  the  Detroit  Police  Department 
led  straight  to  a  rent-free  home  in 
Beverly  Hills...  and  a  new  address 
for  top  police  officials.” 


Dave  Farrc^Jl  is  an  inquisitive 
gtiy.  So  \v|ien  the  Detroit  Xcivs 
assigned  him  to  check  out  a 
rumored  seerra:  police  fund  he 
immediately  got  on  the  I.EXIS- 
N'EXIS  services  to  check  cor- 
■  porate  records  of  companies 
doing  business  with  the  Detroit 
Police  Department.  All  over 
tfie  countrv.  From  His  desk. 

I  .  ' 

]  Turned  out  many  of  the 
.  Corporations  Irad  tlu'  deputy 
police  chief  listed  as  an  officer. 
And  one  Had  even  rented  a 
home  in  Ikverly  Hills...  for  the 
daughter  of  the  police  chief.' 

Fuither  checking  by  address 
uncovered  even  more  dummy 
corporations...  the  only  service 
these  companies  had  provided 
the  police  department  was  to 
deposit  checks  authorized  by 
the  chief  or  the  deputy. 

Which  eventually  led  to  ■ 
new  addresses  for  IVoth  the 
police  chief  and  the  deputy  . 
chief...  in  federal  prison.- 
Want  to  know  how  other 
reporters  use  I.FXiS-NFXlS 
to  get  the  inside  informa- 
fion  ?  Call  1800-63 1- 
9861  for  a  copy 
of  our  Pquvr  of 
Infonuatiim  book- 
•1ct.  Or,  to  speak  t(i 
one  of  our  customer 
,  representatives,  call 
toll-free  1  800-227-4908. 


■  ■  l.EXIS-NEXIS.  Eor 

1 }  .\IS  .incl  M  \ts  are  ri'gistcrcd  rr.KicmarLv  ot  RcM  Flsevier  I’rwi-temcs  pndcpUa'nse.  Hk-  ^  The  Rieht  Inhmnatitjn. 

IM  ORMAI  K  )\  lofiifaikl  I  Ik-  Ri(;ht  jntnrm.uion.  Ri>;ht.yi»v.  are  tradenwritt  «t  Rq«l  Usevacr  ^ 

y  I’roixTtics  liKi,  ii-K-d  uiuliT lui-nsV. U  .1  (.livjsiiiii  jif  R«cl rkemef  (bC.  ^I rights reserwti.  Rltlht  I\()H’! 


LEXISNEXIS 

mtmbcr  of  the  Reed  Ebevier  pk  group 


Rate  Commission  be  effective.  There  is 
no  other  check  and  balance  on  the 
Postal  ‘'.;rvice.” 

The  big  scare  for  NNA  members 
came  this  year  from  the  proposed 
neighborhood  mail  project  for  local 
business  advertising,  which  was  post¬ 
poned  and  then  canceled  by  the  USPS 
in  mid-December. 

“For  years,  NNA  had  chairmen  on 
the  lecture  circuit  talking  about  postal 
[issues]  until  people  began  to  think  we 
were  Chicken  Little,”  Rush  said.  “It 
had  gotten  to  be  like  death  and  taxes; 
no  matter  what  happens,  postal  rates 
will  go  up.” 

This  year,  however,  when  NNA 
chairman  R.  Jack  Fishman,  editor  of 


the  Morristown,  Tenn.,  Citizen  Re 
view,  told  members  the  Postal  Service 
was  going  after  their  advertising  dol¬ 
lars,  Rush  said  “people  would  come  out 
of  their  chairs.” 

While  larger  newspapers  primarily 
watch  the  preprint  revenue.  Rush  said 
the  neighborhood  mail  proposal 
reached  farther  into  the  community 
newspaper  industry. 

But  lest  NNA  lower  its  guard  too 
quickly,  the  Postal  Service  may  begin 
inducing  catalog  advertisers  to  pur¬ 
chase  advertising  on  computer  kiosks 
in  post  offices. 

“We  jumped  out  of  the  fire  and  right 
back  into  the  frying  pan,”  Rush  said. 

“It’s  a  persistent  problem  with  the 
way  the  Postal  Service  is  set  up,”  she 
continued.  “It  has  a  huge  labor  force 
with  a  lot  of  overhead  costs.  It  has  to 
drive  the  system  with  ever-increasing 
volume.  But  first  class  is  not  increas¬ 
ing.  Second  class  is  not  increasing  .... 
They  won’t  get  parcel  back;  UPS  is  too 
successful.” 

Where  do  they  look?  Advertising. 

“We  think  for  a  government  opera¬ 
tion  to  be  in  the  direct  sale  of  advertis¬ 
ing  is  not  good,”  she  added. 

The  game  to  watch  now  is  Congress, 
according  to  Rush. 

“No  matter  how  the  classification 
case  comes  out,  somebody  will  go  to 
the  Hill,”  she  said.  But,  she  added. 


“Congress  has  got  a  lot  bigger  issues 
going  on  than  the  Postal  Service.” 

As  this  article  was  being  prepared. 
House  and  Senate  conferees  were  ne¬ 
gotiating  a  final  version  of  a  telecom¬ 
munications  bill.  Although  many  of 
the  newspaper  industry  issues  —  such 
as  electronic  publishing  and  the  access, 
rates  and  competition  amendment  — 
seeme.d  to  be  on  solid  ground,  numer¬ 
ous  major  issues,  including  media  own¬ 
ership  and  online  regulations,  re¬ 
mained  unresolved. 

And,  of  course,  there  was  no  guar¬ 
antee  that  the  bill  would  be  voted  out 
of  Congress  in  a  form  that  would  be 
agreeable  to  the  president. 

The  Senate  and  House  managed  to 


get  their  bills  passed  relatively  quickly, 
but  conference  committee  activity  ap¬ 
peared  stalled  for  quite  a  while.  In  mid- 
December,  however,  activity  picked  up. 
Sturm  had  predicted  that  a  bill  could 
get  to  the  floor  before  Christmas. 

“They’re  real  serious  about  getting 
this  thing  done,”  he  said.  “It  looks 
promising.  It  would  put  to  bed  a  major 
issue  for  us.” 

While  Rush  said  she  did  not  think 
the  bill  would  be  completed  in  calen¬ 
dar  year  1995,  she  hoped  it  would  be 
finished  by  the  end  of  this  Congress. 

“I  would  be  fearful  that  if  this  does 
not  get  enacted  this  [congressional] 
year,  it  will  be  like  S.l,  [a  bill  that  Con¬ 
gress]  gave  up  on  after  years  and  years.” 

Other  issues 

Also  pending  prior  to  the  holiday  re¬ 
cess  was  a  provision  in  the  budget  rec¬ 
onciliation  bill  for  some  relief  on  the 
independent  contractor  issue,  although 
that,  too,  was  up  in  the  air  as  this  arti¬ 
cle  was  being  prepared. 

“There  is  a  potential  for  a  break¬ 
through  there,”  said  Sturm. 

That  relief  —  classifying  carriers  as 
direct  sellers  —  may  be  more  of  a  bene¬ 
fit  for  NAA  members  than  NNA  mem¬ 
bers,  Rush  pointed  out,  adding  that 
NNA  nevertheless  supports  the  mea¬ 
sure. 

“We’re  looking  for  a  broader  bill,”  she 


explained,  adding  that  she  expected 
“some  pretty  serious  attention  paid  to 
that”  in  1996,  with  several  bills  address¬ 
ing  the  issue  expected. 

Sturm  also  noted  that  changes  in  the 
income  tax  system  —  including  moving 
away  from  the  current  system  to  a  flat 
tax,  consumption  tax,  value-added  tax 
or  some  combination  —  might  have  an 
effect  on  newspapers. 

“The  debate  would  take  a  number  of 
years,  a  Congress  or  two,  to  finish,  but 
it’s  out  there,”  he  said. 

Also  looming  on  the  horizon  in  1996 
is  the  Food  and  Drug  Administration’s 
proposal  for  severe  restrictions  on  to¬ 
bacco  advertising  and  promotion.  Com¬ 
ments  are  due  in  January,  and  both 
NNA  and  NAA  were  expected  to  file. 

“No  one  expects  the  FDA  to  change 
its  mind,”  Sturm  said.  “We  want  to  be 
on  the  record.  At  some  point,  these  re¬ 
strictions  will  be  subject  to  examination 
by  a  court ....  We  will  be  involved  in  it 
when  it  moves  to  the  appellate  level.” 

Noting  that  newspapers  receive 
0.06%  of  all  tobacco  advertising  expen¬ 
ditures,  Sturm  said,  “We’re  in  there 
largely  for  First  Amendment  reasons. 
You  can’t  challenge  our  bonafides.” 

Rush  believes  the  Electronic  Free¬ 
dom  of  Information  Act  “will  turn  out 
to  be  pretty  important,”  but  the  prob¬ 
lem  has  been,  and  remains,  “to  get  it  up 
to  a  higher  profile.” 

She  noted,  “It  will  be  tough  for  the 
courts,  without  specific  guidance  from 
Congress,  to  figure  out  how  these 
[FoIA]  provisions  work  in  cyberspace.” 

Sturm  pointed  out  that  in  the  last 
Congress,  the  Electronic  FoIA  was 
passed  on  a  voice  vote,  and  in  this  ses¬ 
sion,  the  issue  may  be  an  appealing  one 
to  the  House  leadership. 

“It  would  be  a  good,  strong  signal 
that  government  records  are  going  to  be 
more  open,”  he  said. 

The  electronic  frontier  also  has 
opened  up  the  issue  of  copyright  law  on 
the  National  Information  Infrastruc¬ 
ture,  or  Information  Superhighway. 

“We  have  to  make  sure  that  news¬ 
papers  and  other  electronic  publishers 
get  a  fair  shake,”  Sturm  said.  “Right 
now,  I  don’t  see  a  reason  for  huge 
changes  in  copyright  law.  For  the  most 
part,  the  [pending]  act  is  pretty  good. 

“Overall,  the  big  thing  is,  we  have  to 
protect  the  incentives  for  people  to  cre¬ 
ate  works  of  various  kinds,  otherwise, 
we’re  not  going  to  get  the  works,”  he 
added.  “That’s  the  same.  It’s  just  the 
method  of  distribution  that’s  different.” 


“Clearly,  postal’s  going  to  be  our  number-one 
issue.  There’s  just  no  way  around  it,”  said  NNA 
president  and  CEO  Tonda  Rush. 
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One  of  the  biggest  wins  for  the  news¬ 
paper  industry  last  year  was  in  the  final 
rules  on  telemarketing  from  the  Federal 
Trade  Commission. 

The  FTC’s  original  proposal  would 
have  had  a  severe  impact  on  newspaper 
telemarketing  activities,  and  many 
newspaper  companies  joined  the  associ¬ 
ations  in  letting  the  FTC  know  that. 

“A  lot  of  people  weighed  in  at  the 
right  time,”  Sturm  said. 

“What  happened  in  the  end  was  a  lot 
of  the  stuff  we  said  and  the  newspaper 
companies  said  were  the  same  as  other 
people  in  other  industries  said.  It  had 
an  effect.  There  was  this  chorus  that 
said,  ‘You’ve  got  to  be  kidding.’  ” 


Delivery  deal 

ALTERNATE  POSTAL  DELIVERY 
Inc.,  the  Grand  Rapids,  Mich. -based 
private  mailer,  said  it  has  signed  a  bind¬ 
ing  agreement  in  principle  to  acquire 
Preferred  Customer  Delivery,  based  in 
San  Francisco. 

APD,  the  nation’s  largest  private 
mailer,  said  the  acquisition  will 
strengthen  its  presence  in  Northern 
California,  where  PCD  delivers  total- 
market-coverage  publications  for  the 
Santa  Rosa  Press  Democrat  and  Lesher 
Newspapers,  plus  ad  circulars  and  mag¬ 
azines.  PCD  has  about  15  full-  and  30 
part-time  employees  and  300  indepen¬ 


dent-contractor  carriers. 

APD  uses  newspaper  affiliates  and  its 
own  operations  to  deliver  magazines 
and  catalogs  by  address  in  40  U.S. 
cities. 

Talks  recently  broke  off  ended  be¬ 
tween  APD  and  the  nation’s  number- 
two  private  mailer,  Atlanta-based  Pub¬ 
lishers  Express,  over  a  deal  for  APD  to 
acquire  PubX. 

APD  president  Phillip  D.  Miller  said 
he  would  still  like  to  see  the  mailers 
merge,  and  the  two  remain  involved  to¬ 
gether  in  the  Delivery  2000  conference, 
an  alliance  to  sell  into  each  others  mar¬ 
kets  and  an  effort  to  develop  standards 
for  private  delivery. 


,  •  Semi  liar 


CONFRONTING 
MANAGED  CARE 

Health  &  financial  Journalists  covering  MANAGED  CARE  —  one  of  the 
hottest  topics  in  the  field  today  —  are  invited  to  listen  to  and  discuss  the  subject 
at  three  unique  half-day  seminars  in  Chicago,  Houston  and  Los  Angeles. 

The  National  Press  Foundation  offers  print  and  broadcast  journalists  the  opportunity  to  attend  the 
next  three  Fred  Friendly  Seminars  conducted  by  Harvard  law  professor  Arthur  Miller.  Legal 
experts  on  the  panel  will  participate  in  a  fictional  scenario  based  on  real  life  --  they’ve  just 
been  told  to  join  an  HMO  or  pay  a  lot  more  for  health  insurance.  The  seminars  will  focus  on 
the  economic,  medical  and  social  aspects  of  managed  care  —  the  good,  the  bad  and  the  unknown. 
After  the  seminars  journalists  can  question  the  panelists. 

The  entire  program  --  called  ‘YOUR  MONEY  &  YOUR  LIFE  -  THE  MANAGED  CARE  REVOLU¬ 
TION”  -  is  on-the-record  and  is  funded  by  a  grant  from  the  Robert  Wood  Johnson  Foundation. 

All  programs  will  run  from  9  a.m.  to  noon.  There  is  no  charge  to  attend. 

CHICAGO  LOS  ANGELES  HOUSTON 

Monday  Wednesday  Wednesday 

January  22  January  31  February  21 

To  attend,  please  call  202-662-7356.  The  fax  number  is  202-662-1232. 

The  e-mail  is  NPFLYNN@AOL.COM. 


I 


The  National  Press  Foundation  is  an  independent,  non-profit  organization  dedicated  to  promoting  excellence  in  journal¬ 
ism.  The  Fred  Friendly  Seminars  have  produced  coundess  seminars  and  nearly  100  television  programs  using  the  Socradc 
dialogue  format  to  address  vital,  contemporary  issues.  Tbe  Robert  Woodjobnson  Foundation  is  the  nation’s  largest  health 
care  philanthropy. 

Excellmce  in  Journalism 


National  Press  Foundation 
Washington  Journalism  Center 

1282  National  Press  Building,  Washington,  DC  20045 
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Advertising 
overview  for  1996 

Newspaper  rep  firms  give  their  forecasts 


Compiled  by  Laura  Reina 

THE  FOLLOWING  SUMMARIES 
give  a  comprehensive  picture  of  what  is 
expected  in  newspaper  advertising  in 
1996.  The  three  participants  —  Cres- 
mer,  Woodward,  O’Mara  &  Ormsbee, 
Papert  Companies  and  Sawyer  Fergu¬ 
son  Walker  —  based  their  predictions 
on  their  client  lists,  and  the  forecasts 
reflect  the  circulations,  regions  and 
markets  of  their  clients. 

Advertising  categories  not  included 
by  at  least  two  rep  firms  were  omitted, 
and  in  some  instances,  all  three  rep 
firms  did  not  submit  information  on  a 
particular  category. 

OVERVIEW 

CWO&O;  Advertising  revenue 
varied  widely  by  region  in  1995,  and 
expect  this  to  continue  in  1996.  Indi¬ 
vidual  markets  and  performances  will 
strongly  affect  overall  newspaper  ad 
sales,  and  there  are  no  economic  sig¬ 
nals  which  are  encouraging  growth  for 
newspapers  (or  anyone  else). 

Newspaper  revenue  growth  perfor¬ 
mance  will  decrease  in  the  Northeast, 
remain  the  same  in  the  Midwest,  and 
increase  in  the  Southeast  and  South¬ 
west. 

Newsprint  prices  are  expected  to  in¬ 
crease  another  20%  in  1996,  though 
there  are  signs  prices  are  leveling.  It’s 
predicted  the  market  won’t  tolerate 
newspaper  advertising  rate  increases 
beyond  the  3%  to  6%  range. 

Growth  rate  will  be  modest,  and  a 
consensus  of  analysts  see  overall  adver¬ 
tising  revenue  advances  in  the  4%  to 
5%  range,  or  a  little  less  than  the 
growth  expected  for  1995. 

Papert:  The  economic  “soft  land¬ 
ing”  has  occurred,  and  consumer  con¬ 
fidence  is  low  due  to  downsizing/“right 
sizing.”  Interest  rates  are  not  enough  to 


stimulate  the  economy  —  annual 
growth  is  about  2%.  Emerging  technol¬ 
ogy  and  demographic  shifts  have  made 
historical  economic  models  irrelevant. 

The  newspaper  industry  is  enjoying 
healthier  margins  than  most.  The 
challenge  is  to  stay  in-tuned  to  cus¬ 
tomer  problems.  Newspapers  must 
consider:  integrating  the  emerging 
electronic  medium  with  the  tradition¬ 
al,  existing  products;  embracing  data¬ 
base  marketing;  developing  better  rela¬ 
tionships  between  newspaper  account 
executives  and  customers;  recognizing 
the  rate  differential  does  prevent  news¬ 
paper  advertising;  and  realizing  net- 


Mitsubishi  could  be  a  major  newspaper 
advertiser  in  more  markets  in  1996,  ac¬ 
cording  to  newspaper  rep  predictions. 


working  is  an  important  tool,  not  a 
means  to  an  end. 

This  year  will  average  ad  growth  of 
4%.  Newspapers  protecting  national 
“rate”  business  most  carefully  and  cap¬ 
italizing  on  rep  skills  thoroughly,  will 
do  even  better. 

ALCOHOL 

Papert:  Beer  accounts  for  88.1%  of 
alcohol  consumption,  spirits  5.2%,  and 
wine  6.7%. 

Premium-priced  beer  led  in  1994 
with  64.2  million  barrels,  which  was 
about  34%  of  the  entire  beer  market. 
The  ice  beer  segment  remains  strong, 
with  Miller’s  Lite  Ice,  Icehouse,  and 
Molson  Ice  representing  50%  of  the 
category. 

Beer  represents  70%  of  alcohol  me¬ 
dia  ad  spending;  liquor  is  20%,  down 
from  21.7%;  wine  is  7%,  down  from 
7.9%.  Newspapers  are  behind  TV,  mag¬ 
azines,  spot  TV,  spot  radio,  and  out¬ 
door  as  a  favored  media.  Expect  this 
category  to  remain  flat  in  newspapers 
for  1996. 

SFW:  As  alcohol  consumption  de¬ 
creases,  so  does  promotional  advertis¬ 
ing  funds.  Fewer  magazines  will  be 
used,  in  favor  of  spending  on  outdoor 
and  regional  promotions.  There  are  no 
indications  this  downward  spiral  will 
change. 

AUTOMOTIVE 

CWO&O:  Overall,  expect  domes¬ 
tic  automotive  manufacturers  and 
Japanese  importers  to  be  up  2%  in  rev¬ 
enue  in  1996.  European  imports  will  be 
flat.  With  newsprint  costs  escalating, 
rate  increases  could  exceed  the  2% 
revenue  increase  projected. 

General  Motors  will  be  trying  to  get 
more  control  over  dealer  associations 
and  pushing  for  one-voice  advertising 
where  regional  efforts  support  the  na¬ 
tional  message. 

Pontiac,  Buick,  GMC  Truck,  and 
Oldsmobile  have  set  up  committees  of 
factory  and  dealer  representatives,  and 
now  have  a  list  of  approved  agencies. 
Dealer  ad  groups  must  hire  one  of 
these  agencies  to  get  matching  funds. 

California  is  getting  special  atten¬ 
tion  where  advertising  allocations  are 
concerned.  General  Motors  set  up  a 
California  Marketing  Initiative  to  in¬ 
crease  its  share  of  field,  and  Mazda  is 
considering  an  extra  $3  million  expen- 
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diture  in  California  newspapers  to  in¬ 
crease  sales. 

CPM  pricing  could  have  a  positive 
impact  on  ad  linage  and  revenue  for 
newspapers,  and  can  help  newspapers 
compete  on  a  rate  basis  with  other 
mediums. 

Automotive  networks  bode  well  for 
newspaper  advertising  because  they 
answer  two  major  objections:  all  dealer 
points  need  to  be  covered,  and  with 
blended  rates  with 
discounts  or  repeats, 
costs  are  put  more  in 
line  with  what  a  lo¬ 
cal  dealer  would  pay. 

Expect  truck  sales 
and  the  leasing 
trend  to  continue  to 
grow  in  1996.  Leas¬ 
ing  is  good  for  newspapers  because 
rules  and  regulations  need  to  be  an¬ 
nounced  to  consumers. 

The  newspaper  ad  spending  outlook 
is  predicted  as  follows:  Chevrolet  will 
remain  the  same;  Chrysler  will  in¬ 
crease;  Cadillac  will  remain  the  same; 
Ford  will  increase;  Lincoln  Mercury 
will  remain  the  same;  Buick  will  in¬ 
crease. 

As  for  Japanese  imports,  more  man¬ 
ufacturers  and  associations  will  look  to 
newspapers  in  1996.  Acura  and  Mit¬ 
subishi  could  become  major  advertisers 
in  more  markets,  and  dealer  associa¬ 
tions  will  continue  to  be  a  market-by¬ 
market  situation. 

The  newspaper  spending  outlook  is 
predicted  as  follows: 

Acura  will  remain  the  same;  Mit¬ 
subishi  will  increase;  Lexus  will  remain 
the  same;  Mazda  will  increase;  Toyota 
will  remain  the  same. 

Revenue  for  European  imports  is 
predicted  to  be  flat  across  the  board  for 
Volvo,  Saab,  Audi,  Mercedes,  jaguar, 
and  Volkswagen. 

Papert:  According  to  California  au¬ 
tomotive  dealer  and  agency  contacts, 
expect  1996  to  be  a  strong  year  for 
both  domestic  and  import  automo¬ 
biles. 

In  1995,  BMW  moved  to  Fallon, 
McElligott  in  Minneapolis,  and  Volks¬ 
wagen  moved  to  Arnold,  Fortuna, 
Lawner  &  Cabot  in  Boston.  Volvo, 
Saab,  and  Mercedes  Benz  used  target¬ 
ed  support  throughout  1995,  and  the 
same  can  be  expected  for  1996. 

Acura  returned  to  a  regional  market 
strategy  in  November:  local  dealers 
could  hire  their  own  agencies;  dealer 
advertising,  at  about  $13  million,  was 
consolidated  with  the  “national”  ac¬ 


count;  and  the  total  was  $137  million. 

A  successful  1.9%/5.9%  Nissan  pro¬ 
motion  in  Northern  California  was 
partly  responsible  for  rising  print  ad¬ 
vertising  dollars. 

Mazda  considers  penetration/cover¬ 
age  of  all  dealers,  while  special  sec¬ 
tions,  product  launches,  and  incentives 
influence  newspaper  ad  buying  deci¬ 
sions. 

Honda’s  incentive  program  this  year 


proved  powerful  and  now  dealers  are 
looking  for  more  promotions.  Expect 
Hyundai  national  and  regional  news¬ 
paper  advertising  to  remain  stable.  De¬ 
spite  an  expected  decline,  Mitsubishi’s 
national  newspaper  advertising  is  ex¬ 
tremely  important,  with  dealer  sales, 
circulation  and  country  coverage  being 
the  key  variables. 

Honda  and  Nissan  will  promote  new 
vehicles  in  1996. 

Lincoln-Mercury/national’s  newspa¬ 
per  selection  is  reaching  no  less  than 
50%  of  market  and  dealer  point  cover¬ 
age.  Advertising  has  stayed  about  the 
same  in  the  past  three  years,  and  news¬ 
papers  are  selected  by  circulation,  cov¬ 
erage,  and  rate  programs. 

In  the  past  three  years.  Ford’s  na¬ 
tional  newspaper  advertising  in¬ 
creased.  Broadcast  and  print  was  used 
extensively  for  the  $100  million,  No¬ 
vember  1995  Taurus  promotion. 

Ford’s  regional  ad  volume  has  stayed 
about  the  same  in  the  past  three  years, 
and  it’s  expected  to  continue  with  cir¬ 
culation,  matching  dealer  points,  and 


cost  being  the  variables.  Ford’s  auto 
show  budget  isn’t  growing. 

Oldsmobile  consolidated  its  region¬ 
al  advertising  to  seven  agencies:  N.W. 
Ayer/Chicago;  Lord  Sullivan  &  Yo¬ 
der/Columbus;  Hughes,  Ruch  &.  Mur¬ 
phy/Brookfield,  Wise.;  Roberts  &.  Rus¬ 
sell/Knoxville;  Moroch  &.  Associ¬ 
ates/Dallas;  Trainor  &.  Associates/ 
New  Hartford,  N.Y.;  Partners  &  She- 
vack/N.Y. 

Pontiac/regional 
has  195  DMAs  and 
13  ad  agencies  work¬ 
ing  on  dealer  associ¬ 
ation  business,  and 
the  association  re¬ 
ceives  $.50/$1.00 
support  funds  per 
car. 

Buick/regional’s  California  Market¬ 
ing  Initiative  program  is  expected  to 
continue  in  1996,  but  auto  show  adver¬ 
tising  will  no  longer  be  funded. 

Because  of  inflation.  Chevrolet/re¬ 
gional’s  newspaper  budget  has  been 
deleted  and  moved  to  broadcast.  No 
changes  are  expected  for  auto  shows. 

Dodge/regional’s  newspaper  adver¬ 
tising  has  been  on  the  upswing  for  the 
past  three  years  and  is  expected  to  go 
up  in  the  next  five.  Newspaper  is  effec¬ 
tive  and  important,  with  key  variables 
like  dated  offers,  short  lead  times, 
couponing,  coverage,  TMC  programs 
and  rates.  Eighty  percent  to  90%  of  the 
budget  is  devoted  to  regional. 

SFW:  Domestic  automobile  factory 
ad  dollars  will  be  up  1%  to  2%  in  1996, 
and  dealer  association  ad  dollars  will 
be  up  2%  to  3%. 

Though  U.S.  car  and  light  truck 
sales  were  expected  to  reach  15.7  mil¬ 
lion  in  1995,  this  was  too  optimistic  — 
sales  probably  reached  about  14.8  mil¬ 
lion.  There  was  a  2%  drop  from  15.1 
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It’s  predicted  the  market  won’t  tolerate 
newspaper  advertising  rate  increases 
beyond  the  3%  to  6%  range. 
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million  in  1994,  and  the  slowing  of  the 
economy  was  the  largest  factor.  Expect 
U.S.  car  and  light  truck  sales  to  fall  to 
14.5  million  in  1996,  a  2%  decrease. 

Leasing  will  continue  to  play  a  major 
role,  representing  30%  of  all  transac¬ 
tions,  though  there  is  a  general  feeling 
that  the  growth  of  leasing  will  slow.  Ad 
promotion  of  safety  equipment  will  de¬ 
crease  because  it  has  become  standard. 

Rental  car  companies  are  holding  on 
to  vehicles  longer  because  they’re  not 
as  attractive  to  sell  as  used  cars.  Still, 
dealer  profitability  continues  to  come 
from  used  car  sales,  and  the  number  of 
leased  cars  up  for  sale  is  greater  than 
ever,  allowing  dealers  to  sell  clean, 
low-mileage  cars  with  greater  profit 
margins. 

About  2.4  million  vehicles  will  come 
off  lease  in  1996,  which  is  up  from  1.9 
million  in  1995.  Dealers  will  need  to 
aggressively  promote  the  sale  of  these 
cars,  and  individual  dealers  may  be 
more  receptive  to  newspapers. 

The  restructuring  of  General  Motors 
will  be  the  most  significant  change  in 
the  industry.  Twelve  newly  hired  brand 
managers  will  handle  all  phases  of  de¬ 
velopment,  and  will  work  very  closely 
with  vehicle  line  executives  who  devel¬ 
op  new  products  and  make  sure  they’re 
produced  on  time.  Advertising  agen¬ 
cies  may  have  to  develop  special  teams 
to  work  only  on  certain  brands.  The 
advertising  budget  for  General  Motors 
will  stay  at  about  $1.3  billion,  though 
this  may  decline. 

CPM  pricing  will  still  be  used  by 
some  General  Motors  divisions,  as  well 
as  by  Chrysler.  So  far.  General  Motors 
hasn’t  used  the  Newspaper  National 
Network  for  divisional  brands,  but 
Chrysler  has  and  will  continue  to  do 
so. 

As  a  medium,  newspapers  are  nei¬ 
ther  planned  nor  budgeted  for  by  do¬ 
mestic  automotive  manufacturers.  Still, 
there  are  some  brands  that  will  be 
more  aggressive  in  1996,  and  news¬ 
papers  will  be  primarily  used  regional¬ 
ly- 

Ad  budget  dollars  for  imports  in 
1996  are  expected  to  decrease  2%  for 
factories,  and  increase  2%  for  dealer 
association. 

Sales  trends  for  imports  will  remain 
the  same,  with  strong  sales  of  light 
trucks,  mixed  sales  of  Japanese  vehi¬ 
cles,  strong  sales  of  European  models, 
and  slow  sales  of  many  sedans  and 
sport  coupes. 
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COMPUTERS 

CWO&O:  Factors  that  made  per¬ 
sonal  computer  sales  remain  hot  in 
1995  were  a  strong  demand  for  speed 
and  capacity,  Apple’s  efforts  to  regain 
market  share,  the  introduction  of  Win¬ 
dows  95,  new  product  entries  such  as 
Hewlett  Packard,  and  aggressive  mar¬ 
keting  by  Compaq,  IBM,  Packard-Bell 
and  others. 

The  computer  industry  mostly  favors 
advertising  in  trade  publications;  yet 
this  industry’s  growth  is  with  home  and 
small-office  sales,  which  has  led  to 
more  use  of  consumer  media,  primari¬ 
ly  magazines.  Through  1994,  about  6% 
of  national  advertising  went  to  local 
newspapers,  and  spending  was  limited 
to  the  top  10  or  20  markets. 

Traditionally,  most  newspaper 
spending  has  been  billed  at  the  co-op 
rate,  and  as  competition  increases, 
newspaper  advertising  can  increase.  At 
the  national  level,  the  forecast  for 
newspaper  spending  is  modest,  but  op¬ 
timistic.  The  computer  industry  still 
perceives  newspapers  to  be  a  diffi¬ 
cult/expensive  buy. 


It>r  $25^  you  can  give  them  virtually  aiwthin^ 


•MEV  KM-rat  fipi  nmqn 

The  computer  industry  mostly  favors 
advertising  in  trade  publications,  yet 
newspapers  did  get  a  share  of  this  cate¬ 
gory  in  1995.  IBM  is  expected  to  mar¬ 
ket  aggressively  in  1996,  according  to 
newspaper  rep  forecasts. 


Newspapers  will  see  an  increase, 
mostly  in  co-op  dollars,  as  budgets  and 
target  audiences  are  expanded.  Also, 
Internet  opportunities  and  start-up 
companies  can  increase  present  and 
future  ad  volume. 

SFW:  Computer  ad  budget  dollars 
for  1996  are  expected  to  be  in  the  same 
range  as  in  1995  or  up  to  a  3%  in¬ 
crease. 

1995  saw  new  technology,  product 
launches,  strategic  alliances,  and  con¬ 
tinued  price  wars.  In  1996,  expect  new 
competition,  low  profit  margins,  and  a 
willingness  to  lose  money  to  capture 
market  share  and  future  sales. 

The  biggest  events  of  1995  were  the 
launching  of  Windows  95  and  the  ex¬ 
ploding  interest  in  the  Internet.  Mi¬ 
crosoft  spent  hundreds  of  millions  of 
ad  dollars  to  orchestrate  its  Windows 
95  launch,  though  most  ad  spending 
went  to  TV,  magazines,  computer 
books  and  newsweeklies.  Microsoft  did 
buy  35%  to  40%  coverage  in  the  top  73 
DMAs  for  two  ROP  ads  which  touted  a 
one-hour  entertainment/infomercial. 

As  for  1996,  Windows  and  competi¬ 
tors  will  need  to  “tell  their  stories,’’ 
which  could  mean  more  ROP,  but 
probably  in  just  the  top  20  to  25  major 
markets. 

The  majority  of  ad  budgets  will  stay 
with  computer  magazines  and  TV. 
Also,  a  consolidation  will  occur  in 
some  segments,  meaning  fewer  adver¬ 
tisers. 

Though  there  is  a  huge  interest  in 
the  Internet,  don’t  expect  much  tradi¬ 
tional  advertising  yet  —  it’s  too  early 
in  the  lifecylces  of  involved  companies. 

For  the  past  four  years,  home  PC 
growth  has  been  rapid  and  profit  mar¬ 
gins  are  very  low.  Expect  increased 
speed  and  features  at  low  margins  as 
companies  try  to  keep  prices  up  while 
fighting  price  wars,  technology  wars, 
etc.  Newspapers  should  benefit  from 
price  point  advertising,  but  at  co-op 
and/or  retail  placement. 

FINANCIAL 

CWO&O:  The  stock  market  went 
through  the  roof  in  1995,  which  helped 
the  brokers.  Unfortunately,  the  adver¬ 
tising  trend  has  not  been  to  run  corpo¬ 
rate  newspaper  ads  to  support  brokers, 
and  this  should  continue.  Instead,  cor¬ 
porate  budgets  are  being  used  to  run 
ads  in  general  interest  and  finance 
magazines,  TV,  radio  and  the  Wall 
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Street  Journal.  Brokers  place  ads  them¬ 
selves  at  a  retail  rate. 

A  record  number  of  dollars  moved 
into  mutual  fund  companies  in  1995; 
but  most  don’t  advertise  in  local  news¬ 
papers.  They  use  magazines,  and  na¬ 
tional  newspapers  like  USA  Today,  the 
Wall  Street  Journal,  and  the  New  York 
Times.  This  should  continue  in  1996. 

Last  year  was  a  big  one  for  mergers, 
acquisitions  and 
new  issues,  led  by 
banks  and  media 
companies,  and  the 
rise  in  the  stock 
market.  This  should 
continue  in  1996, 
though  newspaper 
spending  should 
continue  to  decrease  because  these 
“tombstone”  ads  run  in  only  one  or 
two  pertinent  local  newspapers. 

Bank  mergers  will  continue  and 
competition  will  spur  banks  and  thrifts 
to  become  more  efficient.  Interest  rates 
have  stabilized,  and  banks  and  thrifts 
must  combine  and  cut  costs  to  increase 
profits.  New  bank  products  equal  po¬ 
tential  new  ad  revenue,  and  thrifts  are 
moving  to  transaction-based  banking 


to  survive.  The  introduction  of  debit 
cards  in  early  1996  should  be  strongly 
advertised. 

Papert;  In  1995,  five  of  the  top  50 
banks  merged,  197  were  acquired,  and 
the  pace  is  expected  to  accelerate.  It’s 
expected  that  over  the  next  decade, 
half  of  the  nation’s  50,000  branches 
will  close,  and  450,000  jobs  will  be  lost. 
This  is  largely  due  to  deregulation  and 


new  technologies  which  enable  banks 
to  function  as  networks. 

Growth  is  weak,  as  customers  con¬ 
duct  business  over  the  phone  or  use 
ATMs.  Only  25%  of  transactions  are 
expected  to  take  place  at  a  branch  by 
the  turn  of  the  century. 

Many  promotional  dollars  are  spent 
on  event  promotions,  though  banks 
are  growing  weary  of  adding  customers 
one  at  a  time. 


Even  if  banks  advertise  more  in 
1996,  since  there  are  less  banks,  and  a 
lack  of  product  originality  or  excite¬ 
ment,  the  bank  category  will  be  flat. 

Credit  card  issuers  are  growing 
quickly,  and  newspapers  have  had  good 
business  from  Visa,  MasterCard,  and 
American  Express,  though  these  ads 
usually  run  in  the  top  10  markets,  and 
in  one  newspaper. 

Newspapers  can 
expect  more  ads 
from  Visa,  a  sponsor 
of  the  Olympics. 
American  Express 
and  MasterCard  are 
expected  to  stay  the 
same. 

SFW:  The  news¬ 
paper  financial  ad  budget  for  1996  is 
expected  to  rise  2%  to  3%,  with  indi¬ 
cations  that  a  positive  trend  may 
emerge  for  newspapers  in  1996.  For  ex¬ 
ample,  an  article,  which  appeared  in 
the  Sept.  18,  1995,  Wall  Street  Journal, 
explained  how  the  American  Stock 
Exchange  isn’t  producing  television 
commercials,  and  instead  it’s  “blanket¬ 
ing”  newspapers  and  magazines  with 
ads,  in  an  effort  to  raise  its  profile. 


Companies  such  as  General  Mills,  Pillsbury, 
Hormel,  Schwan’s,  Land  Lakes  and  Creamette 
report  a  continuation  of  Sunday  FSI  use. 


l>oii*t  get  left  betiind... 

Palantir  can  put  you  on  the  Information  Superhighway 


Immediate,  no-cost  revenue  from  your  classifieds 


Your  customers  will  be  eager  to  give  you  a  few  extra 
dollars  to  have  their  ads  on  the  "Information  Highway", 
and  with  Palantir's  Ad*Net  service,  you'll  be  able  to  put 
them  there  -  all  at  no  cost  to  you! 


.Attract  Advertisers  v/ith  a  compelling  online  presence 


Your  advertisers  will  gladly  pay  for  placement  in  your 
online  publication  when  you  offer:  multimedia  ads  that 
stand  out  with  images,  sound  and  animation;  detailed 
readership  demographics;  and  the  ability  to  electronically 
order  products  advertised  in  an  issue. 


Forward-thinking  companies  are  taking  advantage  of  the 
new  online  medium  to  increase  revenue,  reach,  and  offer 
new  services  with  their  publications.  Palantir  Corporation 
provides  solutions  and  expertise  in  the  online  industry.  You 
can  move  right  into  the  fast  lane  using  our  software  and 
services  for  in-house  development;  or  you  can  take  it  slow, 
concentrating  on  content,  while  we  run  the  service  for  you. 
Best  of  all,  you'll  be  able  to  realize  and  retain  the  full  value 
of  your  editorial  and  advertising  content  -  rather  than  selling 
it  for  peanuts  to  online  services.  Call  (410)  945-4845  today 
to  take  the  on-ramp  to  the  Information  Superhighway. 


(410)  945-4845 


Palantir 

Putting  your  business  on-line 
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Past  patterns  have  been  to  follow 
what  other  exchanges  have  done.  Also, 
consolidating  banks  and  other  finan¬ 
cial  institutions  may  need  to  explain 
what’s  going  on,  using  print  advertis¬ 
ing. 

Potential  growth  exists  in  test  pro¬ 
grams,  from  online  stock  services  to  fi¬ 
nancial  planners. 

The  American  Stock  Exchange’s  de¬ 
cision  to  run  in  newspapers  could  also 
influence  this  type  of  account.  There¬ 
fore,  newspaper  revenues  should  in¬ 
crease. 

FOOD/HOUSEHOLD  ITEMS 

CWO&O:  The  supermarket  indus¬ 
try  will  experience  increased  competi¬ 
tion.  Wal-Mart  and  Kmart  are  rolling 
out  supercenters,  and  smaller  stores 
face  a  shakeout. 

Supermarkets  will  have  to  concen¬ 
trate  on  core  traffic  department  excel¬ 
lence,  building  traffic  through  differ¬ 
entiation,  and  executing  merchandis¬ 
ing  and  operating  strategies  in  a 
superior  manner. 

Hardware  stores  are  showing  slug¬ 
gish  growth,  fighting  to  survive  against 
big  box  competition.  Slowdown  is  af¬ 
fected  by  any  interest  rate  changes, 
with  the  demand  for  home  improve¬ 
ment  supplies  satisfied  over  the  past 
three  years  when  interest  rates  were 
dropping. 

A  slowdown  in  sales,  along  with  ag¬ 
gressive  expansion  of  Home  Depot  and 
Lowe’s,  is  raising  competition.  The 
long-term  picture  for  this  market  is 
lackluster  due  to  a  weak  housing  mar¬ 
ket. 

Papert:  1996  will  be  a  year  of  busi¬ 
ness  growth,  with  News  America/FSl 
and  Valassis  expected  to  battle  for 
greater  market  share  and  business  ex¬ 
pansion. 

Electronic  coupon  distribution  is 
growing  at  retail  grocery  chains,  more 
regional  coupon  inserts  are  being  dis¬ 
tributed  via  mail,  and  in  January  1996, 
online  coupons  will  be  introduced. 

Companies  such  as  General  Mills, 
Pillsbury,  Hormel,  Schwan’s,  Land  O’ 
Lakes  and  Creamette  report  a  continu¬ 
ation  of  Sunday  ESI  use.  Still,  all 
couponing  efforts  show  decreasing  re¬ 
demption  rates. 

Sunflower  ROP  coupon  planning 
will  be  flat  in  1996,  but  there  will  be 
growth  in  Sunflower  Group’s  sampling 
planning  category. 


FSls 

CWO&O:  The  preprint  business 
revenue  in  1996  should  increase  by 
about  2%. 

News  America  has  scheduled  48  co¬ 
op  inserts  for  1996,  with  an  average 
size  of  32  pages.  Valassis  has  planned 
47  inserts  for  1996  with  an  average  size 
of  about  32  pages  —  both  numbers  be¬ 
ing  the  same  as  1995. 

Newspapers  may  be  pressured  to  be¬ 
gin  taking  inserts  from  nontraditional 
advertisers  in  1996.  Valassis  is  putting 
emphasis  on  Newspac  and  other  wraps 
to  compete  with  Advo.  The  growth  in 
sampling  will  mostly  depend  on  what 
Sunflower,  Gannett  Four-Color  Net¬ 
work,  and  USSPl  run.  Electronic  dis¬ 
tribution  will  continue  to  put  pressure 
on  the  inserts,  though  FSIs  are  widely 
believed  to  be  the  “best  bang  for  the 
buck.” 

Papert:  The  current  rate  of  return 
for  direct-response  advertising  inserts 
is  around  2%  and  falling,  making  the 
1996  outlook  bleak.  Direct  mail  isn’t 
doing  well  either,  with  a  response  rate 
of  about  3%.  FSls  are  still  leading 
coupon  distribution.  Of  the  310  billion 
coupons  distributed  in  1994,  over  82% 
were  delivered  via  FSls. 
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Newspapers  can  expect  more  ads  from 
Visa,  a  sponsor  of  the  Olympics.  Ameri¬ 
can  Express  and  MasterCard  are 
expected  to  stay  the  same. 


News  America/FSI  is  continuing  ef¬ 
forts  to  reduce  the  average  CPM.  Page 
counts  are  expected  to  remain  flat;  but 
solo  inserts  are  expected  to  grow  as  a 
result  of  targeting  direct-mail  advertis¬ 
ers  and  an  affiliation  with  the  Fox  net¬ 
work  and  NFL  coverage. 

Valassis  Inserts  is  planning  46  co-op 
dates  in  1996,  which  is  two  less  than 

1995. 

Solo  growth,  for  both  printing  and 
media  placement,  is  expected  to  con¬ 
tinue  as  a  result  of  its  One  Step  Pro¬ 
gram  at  a  stationary  CPM;  the  compa¬ 
ny  has  introduced  the  News  Pouch 
Polybag  Delivery  System  for  product 
sampling;  short  lead  time  is  still  the 
one  advantage  for  advertisers;  and  the 
C&D  insert  program  has  been  over¬ 
hauled,  dropping  80  to  100  newspapers 
and  replacing  them  with  60  news¬ 
papers  at  lower  CPMs,  a  major  savings 
for  Valassis. 

SFW:  Expect  preprinted  insert  dol¬ 
lars  to  remain  flat  to  minus  5%  in 

1996.  Increased  newsprint  prices,  price 
wars  and  low  rates  will  continue  to 
pressure  the  insert  companies  to  de¬ 
mand  lower  media  costs. 

Electronic  coupons  continue  to 
grow  at  a  slow  pace.  A  new  element 
has  been  added  to  the  electronic  mix: 
an  online  service  which  allows  con¬ 
sumers  to  print  their  own  coupons  via 
computer.  With  these  electronic  ad¬ 
vances,  and  the  inefficiencies  and 
waste  of  paper  coupons,  this  revenue 
source  may  come  under  pressure  in  the 
future. 

In  1996,  scheduled  co-op  preprint 
dates  will  drop  to  96,  from  100  in  1995, 
and  117  in  1994. 

INSURANCE/HEALTH  CARE 

Papert:  Expect  advertising  levels  to 
remain  the  same  for  the  insurance  in¬ 
dustry.  Providers  are  developing  new 
product  lines  for  supplemental  cover¬ 
age,  and  to  fill  gaps  and  niches. 

Direct  marketing  companies  didn’t 
perform  well  in  this  category  in  1995, 
and  this  may  be  the  time  for  the  news¬ 
paper  industry  to  capitalize  on  its  abili¬ 
ty  to  zone  and  target. 

Now  that  major  health  care  reform 
is  unlikely,  expect  the  issues  to  be 
Medicare,  portability  and  pre-existing 
conditions,  as  well  as  a  decline  in  ad¬ 
vocacy  advertising. 

Expect  more  brand  and  price  adver¬ 
tising  in  1996,  which  will  be  good  for 
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newspapers.  Advertising  targeted  to 
the  seniors  market  will  be  large  space, 
and  for  monthly  informational  meet¬ 
ings.  HMOs  and  insurance  companies 
are  paying  the  national  rate;  local  hos¬ 
pitals  and  consortiums  are  paying  the 
retail  rate. 

As  for  pharmaceuticals,  there’s  been 
ad  growth  due  to  the  promotion  of 
products  such  as  Flonase,  Tagament 
and  Relafen. 

There  is  interest 
beyond  the  top  50 
markets  and  some 
advertisers  are 
choosing  markets 
based  upon  re¬ 
search,  such  as  “al¬ 
lergy  markets.” 

Our  prediction  for  the  medical  cate¬ 
gory  in  1996  is  a  5%  increase  in  ad 
spending. 

SFW:  Ad  budget  dollars  for  insur¬ 
ance  and  health  care  are  predicted  to 
increase  5%  to  8%. 

The  insurance  industry  is  continu¬ 
ing  to  diversify,  as  its  core  categories, 
such  as  automotive,  health  care,  and 
casualty,  have  done  poorly.  The  indus¬ 
try  is  expanding  into  allied  fields  such 
as  investment,  finance  and  real  estate. 
Though  some  initial  attempts  have 
been  disastrous,  there  will  continue  to 
be  opportunities  in  the  financial  ser¬ 
vices  area. 

The  real  potential  growth  area  will 
be  HMOs.  Many  of  the  giants  will  con¬ 
tinue  to  expand,  as  will  the  “baby 
blues.”  Consolidation  and  pressure  on 
the  medical  profession  to  buckle  down 
will  be  center  stage.  Membership  and 
new  products  should  be  heavily  pro¬ 
moted.  The  ongoing  Medicare/Medic¬ 
aid  reform  debate,  and  the  impending 
legislation  could  also  open  the  field  to 
private  providers  as  a  choice  to  the  cur¬ 
rent  system.  Newspaper  advertising 
should  increase. 

RETAIL 

CWO&O:  Pent-up  demand  for 
fashion,  along  with  spending  moving 
away  from  large-ticket  durables,  can 
help  bring  growth  to  apparel  specialty 
stores.  But  increased  competition  sets 
the  stage  for  continued  industry  con¬ 
solidation. 

Changing  markets  and  consumers, 
along  with  fast  checkout  and  locations, 
are  creating  good  growth  opportunities 
for  convenience  stores. 

There’s  a  12%  drop  in  warehouse 
club  memberships,  and  Sam’s, 
Price/Costco,  and  B.J.’s  control  over 


90%  of  the  sales.  These  three  clubs 
will  grow,  but  mostly  in  smaller  mar¬ 
kets. 

The  department  store  industry  is  in 
transition,  with  a  shakeout  leaving 
fewer,  stronger  players.  Leaner,  more 
responsive  companies  have  acquired 
smaller  chains,  and  there  are  fewer  and 
fewer  department  stores.  Newspapers 
in  many  markets  will  feel  the  brunt  of 


consolidation. 

Discount  store  growth  is  fueled  by 
supercenter  expansion,  which  will 
siphon  off  trips  to  other  discount  stores 
and  supermarkets.  Look  for  more  than 
$20  billion  in  sales,  currently  generat¬ 
ed  by  regional  discounters,  to  move  to 
Wal-Mart,  Kmart  and  Target. 

Drugstores  are  responding  to  key 
changes  in  the  marketplace  and  the 
largest,  most  aggressive  chains  will 


continue  to  take  share.  Consolidations 
will  continue  resulting  in  larger  store 
bases,  higher  operating  leverage,  and 
greater  economies  of  scale. 

As  for  hard  lines,  there  will  be  slow¬ 
er  but  sustained  growth  for  the  rest  of 
the  decade.  Consumer  electronics  will 
continue  to  be  the  leader.  Sales  growth 
is  attributed  to  retailer  initiatives. 
Consumers  have  greater  selection  at 
lower  prices  with 
rapid  store  expan¬ 
sion,  increased  store 
size  and  intense 
competition. 

Papert:  Retail 
consolidations  will 
have  lasting  effects. 
The  nation’s  largest 
chains  —  Federated,  May  Co.,  Sears 
and  JC  Penney  —  are  continuing  to 
grow  at  the  expense  of  smaller  retail 
chains.  Federated  recently  bought  the 
82 -store  Broadway  chain.  May  Co.  and 
JC  Penney’s  combined  bid  for  the 
Woodward  Si  Lothrop  stores  beat  out 
Federated  and  Sears’  combined  bid. 

As  regional  chains  disappear,  mil¬ 
lions  of  advertising  dollars  disappear, 
as  well.  Plus,  the  country  has  a  surplus 
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Newspapers  need  to  come  up  with  lower  rates, 
corporate  contracts  and  more  value-added 
programs  for  retail  chains. 
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of  stores  and  there’s  little  mall  develop¬ 
ment.  Therefore,  there’s  no  real  adver¬ 
tising  growth  on  the  horizon. 

Outlet  malls  offer  little  or  no  adver¬ 
tising  support.  Stores  such  as  Circuit 
City,  Sports  Authority,  Toys  R  Us, 
Home  Depot  and  Wal-Mart  are  joining 
together  to  form  “power  malls,”  which 
produce  little  newspaper  advertising, 
and  drive  medium  to  small  retailers  out 
of  business. 

Superstores,  which  sell  everything, 
run  regular  inserts,  but  they  adversely 
affect  local  food  chains  and  small  re¬ 
tailers. 

Home  furnishing  centers  are  hurting 
due  to  a  lack  of  home  building,  but  a 
turnaround  is  expected  once  buying 
homes  becomes  affordable  again. 

Retail  sales  figures  were  up  for  the 
first  half  of  1995,  but  profits  were  down 
because  of  markdowns.  Newspapers 
need  to  come  up  with  lower  rates,  cor¬ 
porate  contracts  and  more  value-added 
programs  for  retail  chains.  Because 
chains  are  using  direct  mail,  TV  and 
cable  more  than  ever,  newspapers  must 
develop  ways  to  keep  up  with  this 
changing  business. 

More  than  likely,  retail  budgets  will 
be  up  in  1996,  even  if  only  because 
higher  newsprint  prices  have,  in  turn, 
allocated  them  budget  increases.  How¬ 
ever,  due  to  retail  consolidation,  over¬ 
all  spending  will  shrink. 

SFW:  Expect  advertising  expendi¬ 
tures  in  the  retail  sector  of  newspapers 
to  be  up  3.5%  to  4%.  In  1994,  the  top 
28  retailers  increased  their  ad  budgets 
by  8%:  discount  stores,  9.3%,  depart¬ 
ment  stores,  1.5%,  and  specialty  stores, 
13.2%.  Less  department  store  competi¬ 
tion  will  lead  to  a  reduction  in  ad  bud¬ 
gets. 

The  current  buy- 
outs  and  bankruptcy 
filings,  along  with  {qj. 

the  expansion  of  big  < 

box  retailers,  should  tO  tnC  p 

produce  interesting 

results  over  the  next  _ 

several  years.  Retail¬ 
ers  will  focus  on 
lowering  expenses,  which  is  easier  than 
increasing  sales. 

Competition  may  force  department 
stores  to  maintain  current  levels  of  ad¬ 
vertising.  Ongoing  changes  in  the  de¬ 
partment  store  industry  indicate  that 
at  least  one  company  will  emerge  as  a 
national  chain. 
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AT&T  is  expected  to  increase  its  news¬ 
paper  ad  spending  in  1996,  according  to 
newspaper  rep  firm  projections. 

Discounters  may  continue  to  reduce 
ad  expenditures  to  maintain  pricing 
advantage  in  the  face  of  competitive 
specialty  retailers  and  value-conscious 
department  stores.  Competitive  startup 
specialty  retailers  and  competitive  big 
box  retailers  will  fuel  expansion  and 
aggressive  advertising  to  promote  suc¬ 
cess. 

Supermarkets  are  under  pressure 
from  expanding  supercenters,  and  will 
be  forced  to  consolidate  or  go  out  of 
business.  A  national  grocery  chain,  in 
the  truest  sense,  may  emerge. 


As  for  pharmaceuticals,  there *s  been  ad 
to  the  promotion  of  products  such  as 
Tagament  and  Relafen. 


customers,  and  newspaper  readers  skew 
upscale. 

TELECOMMUNICATIONS 

CWO&O:  The  telecommunica¬ 
tions  category  will  be  active  in  1996, 
and  growth  will  depend  on  the  passing 
of  legislation  before  Congress  and  the 
form  the  final  legislation  will  take. 

The  newspaper  ad  spending  outlook 
is  predicted  as  follows:  Sprint  will  in¬ 
crease,  and  its  consumer  business  will 
remain  the  same;  AT&T  will  increase; 
MCI  will  remain  the  same. 

Papert:  Local  telephone  services 
can  expect  an  uproar  due  to  legislation 
being  passed  by  the  Senate  and  House 
of  Representatives.  AT&T  announced 
a  three-way  split,  so  expect  more  ad¬ 
vertising  that  explains  new  direction 
and  services.  MCI  and  Sprint  are 
working  on  projects  to  build  their  own 
local  networks,  bypassing  the  Bells  in 
20  markets. 

A  great  deal  is  at  stake  for  the  Bell 
System,  AT&T,  MCI,  and  Sprint,  and 
newspapers  will  benefit. 

One-stop  shopping  and  simplicity 
will  be  the  future  of  all  telecommuni¬ 
cation  companies.  Newspapers  can  ex¬ 
pect  a  10%  to  15%  increase  from  1995 
in  this  category. 

SFW:  Newspaper  ad  dollars  for 
telecommunications  are  expected  to 
increase  5%  in  1996. 

The  pending  legislation  to  open  lo¬ 
cal  telephone  service  to  competition, 
for  both  small  business  and  consumer 
business  services,  bodes  well  for  news¬ 
paper  advertising,  which  has  only  been 
strong  in  the  largest  markets. 

The  wireless  services  continue  to  ex¬ 
pand  and  serve  as  a  major  conduit  for 
the  information 
highway.  Therefore, 
the  telecommunica- 

erowth  due  category  could 

be  the  hottest  na- 
rlonase,  tiona!  classification 

for  newspapers  in 
1996. 


To  maintain  market  share,  news¬ 
papers  must  partner  with  retailers  in 
customer  relationship  marketing 
(CRM).  By  averaging  5%  more  cus¬ 
tomers,  a  retailer  can  potentially  dou¬ 
ble  profits.  This  is  a  custom-made  op¬ 
portunity  for  newspapers  —  the  up¬ 
scale  marketplace  are  the  retailers’  best 


TOBACCO 

Papert:  Due  to  assorted  controver¬ 
sies  over  cigarette  smoking,  tobacco 
brand  advertising  practically  disap¬ 
peared.  Yet,  newspapers  are  a  powerful 
tool  for  corporations’  “image  cam¬ 
paigns,”  and  current  indications  show 
that  corporations  will  still  respond  ag¬ 
gressively. 
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Expect  advertising,  such  as  the 
Philip  Morris  Company’s  700-paper  re¬ 
sponse  to  libelous  claims  made  by 
ABC  TV’s  “Day  One,”  to  be  the  same 
or  to  increase  in  1996. 

If  a  cigarette  campaign  returns,  ex¬ 
pect  only  A  and  B  market  newspapers 
to  he  used. 

Tobacco  company-sponsored  event 
marketing  opportunities  could  use 
newspapers.  Micro- 
marketing,  which 
targets  certain  nich¬ 
es,  may  possibly  use 
newspapers.  Test¬ 
marketing  in  1995 
included  the  use  of 
newspapers,  as  well. 

SFW:  Newspaper  ad  dollars  for  to¬ 
bacco  are  expected  to  decrease  10%  in 
1996.  Tobacco  product  advertising 
continues  to  decline  due  to  govern¬ 
mental  and  legal  pressures.  The  indus¬ 
try  is  beset  by  taxes  and  price  cutting. 
Generics  continue  to  reduce  profits, 
margins  are  down,  and  ad  brand  ex¬ 
penditures  continue  to  fall. 

Advocacy  programs  will  help,  but 
can’t  be  counted  on  for  the  overall  pro¬ 
jection  due  to  few  and  limited  markets. 
It’s  also  impossible  to  project  advocacy 
advertising. 

As  for  brand  advertising,  no  ROP  at 
all  is  planned  for  1996. 

TRAVEL 

CWO&O:  The  newspaper  spend¬ 
ing  outlook  for  airlines  is  predicted  as 
follows:  Delta  will  decrease;  Southwest 
will  increase;  USAir  will  decrease; 
American  West  will  remain  the  same; 
American  will  remain  the  same;  Unit¬ 
ed  will  remain  the  same;  Continental 
will  remain  the  same;  TWA  will  re¬ 
main  the  same. 

Factors  affecting  the  outlook  in¬ 
clude:  Southwest  .Airlines  entering 
Florida  in  ’96,  increasing  competition 
and  advertising;  Valujet  continuing  to 
grow,  challenging  Delta  on  a  regional 
level,  and  helping  growth  in  the 
Southeast;  United  Shuttle  and  South¬ 
west  continuing  to  battle  for  Califor¬ 
nia;  the  Northeast  showing  only  inter¬ 
national  gains;  the  Midwest  benefiting 
from  growth  through  Southwest,  Valu- 
Jet,  and  Frontier  Airlines. 

As  for  car  rentals.  Alamo,  which  has 
been  a  solid  newspaper  advertiser,  is 
cutting  back,  and  in  ’96,  reductions 
will  range  from  50%  to  75%.  It  will  be 
active  in  only  six  markets,  and  adver¬ 
tising  will  be  limited  to  leading  circu¬ 
lation  papers. 


Value  Rent-A-Car  is  trying  to  in¬ 
crease  market  share,  which  could  result 
in  an  increased  use  of  newspapers.  In 
1995,  the  impact  was  only  in  New  York 
and  Florida,  but  more  markets  can 
benefit  if  expanded. 

In  1996,  new  cruise  ships  will  come 
on  line,  adding  over  15,000  berths. 
Only  9%  of  the  population  has  taken  a 
cruise,  so  there’s  room  for  growth.  Still, 


the  1996  cruise  industry  will  have  an 
oversupply  of  berths  which  will  lead  to 
discounts.  The  negative  effect  this  has 
on  margins  will  affect  advertising  bud¬ 
gets.  But  newspapers  will  do  better 
than  other  media  because  they  can  fill 
discounted  berths  on  short  notice.  The 
end  result  will  be  modest  growth  from 
shifted  advertising  dollars  in  the  bud¬ 
get. 

Carnival,  Royal  Caribbean,  and 
Princess  control  most  of  the  berths  and 
will  maintain  primary  market  share. 
But  smaller  ships  are  forming  market¬ 
ing  agreements,  and  are  sharing  re¬ 
sponsibility  for  selling  berths  jointly, 
which  may  result  in  greater  margins 


Marriott  is  expected  to  spend  as  much 
on  newspaper  ads  in  1996  as  it  did  in 


1995. 


and,  in  turn,  greater  ad  budgets. 

Not  much  is  changing  for  hotels/re¬ 
sorts,  and  only  a  modest  increase  in 
spending  is  predicted,  if  any. 

Newspaper  spending  is  predicted  as 
follows:  Hilton  will  increase;  ITT 
Sheraton  will  increase;  Marriott  will 
remain  the  same;  Radisson  will  de¬ 
crease;  Hyatt  will  decrease;  Doubletree 
will  remain  the  same. 

Papert:  As  of  May 
1995,  there  was  al¬ 
ready  an  11%  in¬ 
crease  in  travel 
bookings  over  1994 
volume. 

United  and 
Southwest  airlines  introduced  “ticket¬ 
less  travel,”  and  expect  American  and 
Delta  to  do  the  same,  soon.  The  airline 
industry  is  moving  closer  to  the  con¬ 
sumer,  which  will  lead  to  more  adver¬ 
tising  and  direct  response.  The  airline 
industry  can  expect  more  of  the  same: 
tighter  budgets  for  major  carriers  and 
growth  from  the  regional  “no-frills”  air¬ 
lines.  Money  will  continue  to  come  to 
newspapers  from  route  expansion  ads, 
and  there’s  the  possibility  of  continued 
“key  routes”  advertising. 

Though  the  airline  industry  is  still 
restructuring,  it  has  bounced  back  and 
is  in  better  condition.  The  outlook  for 
continued  price/fare  advertising  will 
remain  strong  in  1996. 

A  new  California-based  airline. 
Sierra  Expressway,  emerged  to  take 
over  Reno  Air  Express  Routes.  They’ve 
so  far  proceeded  slowly  with  advertis¬ 
ing,  but  are  being  watched  for  in¬ 
creased  spending  in  1996. 

Casino  advertising  is  continuously 
important  in  the  Gulf  Coast  and  lower 
Mississippi  regions,  and  is  heavy  in  the 
Atlantic  City  region  with  newspaper 
ads  usually  confined  to  local  rates  and 
very  little  national  advertising. 

Modest  growth  is  expected  for  cruise 
advertising  in  1996.  This  is  due  to  new 
ships  entering  the  market,  1995  cruise 
mishaps  which  may  have  hurt  the  in¬ 
dustry’s  image,  and  the  difficulty  in¬ 
volved  in  finding  new  cruisers.  The  in¬ 
creased  number  of  cabins  available 
warrants  a  sustained  level  of  advertis¬ 
ing;  travel  sections  will  be  used  for 
these  campaigns,  and  in  some  larger 
markets,  daily  ROP. 

As  for  rental  cars.  Value  Rent-A-Car 
has  come  up  with  hourly  rates,  which 
could  possibly  spur  competition. 

SFW:  Newspaper  ad  budget  dollars 
for  airlines  are  expected  to  drop  2%  to 
4%.  The  airline  industry  seems  more 


Newspaper  ad  dollars  for  tobacco  are  expected  to 
decrease  10%  in  1996. 
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Because  of  the  popularity  of  “pay  at 
the  pump,”  premium  gas  sales  efforts, 
and  new,  synthetic  oils,  expect  more 
activity  in  all  media  in  the  next  few 
years. 

SFW;  The  gas  and  oil  newspaper  ad 
budget  for  1996  is  expected  to  remain 
even. 

Newspapers  continue  only  to  be  a 
promotional  vehicle.  Oil  companies 
don’t  advertise  price  points.  There’s  no 
service  at  service  stations,  so  image 
and  promotions  are  the  message.  Ad¬ 
vertising  will  continue  to  primarily  be 
on  TV  and  in  some  four-color  maga¬ 
zines.  Newspapers  will  be  a  part  of  the 
media  mix  for  promotion. 

Big  oil  companies  will  use  very  se¬ 
lect  newspaper  markets  to  target  top 
sales  areas,  and  promotions  will  be  lim¬ 
ited  to  specific  regions. 


stable  than  it  has  in  years;  most  of  the 
big  mergers  have  occurred,  TWA  and 
America  West  have  come  out  of  Chap¬ 
ter  XI,  and  Continental,  Northwest 
and  United  have  improved  their  situa¬ 
tions. 

The  loss  of  $13  billion  and  150,000 
jobs  over  the  past  four  years  has  caused 
extensive  restructuring.  Changes  in¬ 
clude  fewer  flights,  rerouting  of  unprof¬ 
itable  routes,  and  dropping  routes  un¬ 
able  to  make  a  profit.  Airline  fares  will 
continue  to  increase  like  last  year 
(44%).  Higher  discounted  fares  will 
still  be  featured  as  a  response  to  low 
load  factors.  Airlines  must  lower  their 
fares  to  remain  competitive.  News¬ 
papers  in  A  and  B  markets  are  the  only 
recipients  of  competitive  fare  advertis¬ 
ing. 

Because  competitive  airlines  began 
to  meet  all  low-ball  fares,  matching 
fare  copy  in  all  on-line  markets  disap¬ 
peared.  New  entry  carriers  will  provide 
most  of  the  incremental  lineage,  and 
other  established  airlines  will  continue 
to  promote  their  route  structures  bene¬ 
fiting  newspapers  in  specific  on-line 
markets.  With  a  diminishing  number 
of  viable  carriers,  overall  advertising 
will  be  off  slightly. 

Newspaper  advertising  dollars  for 
cruise  lines  will  be  up  3%.  The  cruise 
industry  finished  1994  with  a  drop  in 
passenger  count.  Though  -the  drop  was 
just  1%,  there  was  a  4.5%  decline  in 
the  first  quarter  of  1995. 

Major  cruise  lines,  such  as  Royal 
Caribbean,  Carnival,  Holland  Ameri¬ 
ca,  Costa,  and  Celebrity,  are  launching 
new  ships  in  1996. 

Severe  damage  caused  by  Hurricane 
Marilyn  in  the  Virgin  Islands  forced 
cruise  lines  to  change  itineraries  — 
therefore,  because  of  an  “infusion”  of 
capacity  next  year,  as  well  as  the  need 
to  overcome  natural  disasters,  cruise 
lines  will  need  to  discount  heavily. 
Newspapers  should  benefit  from  dis¬ 
counted  fares  and  deal-oriented  adver¬ 
tising. 

Newspaper  advertising  dollars  for 
hotels  and  resorts  will  be  even  to  plus 
2%.  In  regard  to  national  advertising, 
hotel  chains  tend  to  run  in  top  mar¬ 
kets,  utilizing  only  the  lead  metro 
newspaper.  Occasionally,  hotels  are 
convinced  to  include  additional  news¬ 
papers,  but  the  change  doesn’t  last 
long,  and  eventually  they  revert  back 
to  one  newspaper. 

Newspaper  ad  dollars  for  tours  and 


travel  services  should  remain  even  to 
plus  2%  in  1996.  State  tourism  bud¬ 
gets,  and  advertisers  that  depend  on 
tax  subsidies,  may  be  in  for  a  rough 
time  in  ’96.  There  is  a  possibility  that 
states  will  need  to  take  back  dollars 
from  tourism  ad  budgets.  Newspapers 
that  run  brochure  pages  could  be  af¬ 
fected.  On  the  positive  side,  if  the 
economy  strengthens,  private  tour  op¬ 
erators  could  benefit  from  more  con¬ 
sumer  demand. 

Auto  rental  newspaper  ad  budgets 
should  be  up  1%  to  2%.  This  category 
is  generally  stable.  Hertz  and  Avis 
probably  control  70%  of  auto  rental 
advertising  dollars.  Both  limit  selec¬ 
tion  to  their  top  nine  to  12  revenue- 
producing  markets.  Since  most  revenue 
gains  from  Avis  are  likely  to  be  offset 
by  cuts  from  Alamo,  only  a  minimal 
increase  can  be  forecasted  for  1996. 


Newspapers  First 
to  rep  for  San  Jose 
and  Contra  Costa 

NEWSPAPERS  FIRST  IS  now  the  na¬ 
tional  advertising  representative  for 
Contra  Costa  Newspapers  and  the 
Knight-Ridder-owned  San  Jose  Mercury 
News. 

Contra  Costa  Newspapers’  reader- 
ship  is  nearly  434,000  daily  and  over 
784,000  on  Sunday,  covers  Contra  Cos¬ 
ta  and  southern  Alameda  counties,  and 
it  consists  of  five  newspapers:  the  Con¬ 
tra  Costa  Times,  the  Pleasanton  Valley 
Times,  the  San  Ramon  Valley  Times, 
the  Richmond  West  County  Times,  and 
the  Antioch  Ledger  Dispatch. 


UTILITIES/GAS  &  OIL 
Papert:  No  changes  are  expected 
for  newspapers  —  expect  the  same  as 
the  past  two  years.  Advocacy  advertis¬ 
ing  may  slightly  increase,  but  with  ad¬ 
vocacy-related  media.  Gas  retailers  still 
prefer  newsprint  for  detailed  messages. 


React  expands 

REACT,  THE  MAGAZINE  for  young 
people,  added  five  newspaper  outlets  in 
December  to  give  it  a  total  of  100  news¬ 
papers  that  distribute  the  magazine  to 
over  4.1  million  readers  a  week. 

Published  by  Parade  magazine,  a  unit 
of  the  Newhouse  publishing  group,  re¬ 
act  was  launched  in  September. 

The  latest  additions:  the  Long 
Beach,  Calif.,  Press-Telegram;  Stock- 
ton,  Calif.,  Record;  Bloomington,  Ill., 
Pantagraph;  Worcester,  Mass.,  Telegram 
&  Gazette;  and  Kerrville  (Texas)  Daily 
Times.  The  79,000  in  new  circulation 
brings  the  price  of  a  four-color  ad  page 
to  $54,810. 

Editor6?Publisher  •  January  6,  1996 


Ou  r  baggage  claim:  The  best  in  the 
business  at  handling  your  luggage. 


Continental  ■ 

Men  eutit' fmyem  maeey: 


Competition  in  the  airline  industry  is 
expected  to  keep  most  airlines  running 
as  much  in  newspapers  as  they  did  in 
1995. 


Sponsored  by: 


I  The  Kelsey  Group 
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Interactive  Newspapers  '96 

Whafs  Hot?  Whafs  Not?  Whafs  Next?  Positioning  for  Profitability, 
February  2 1  -24,  1 996  •  Hyatt  Regency  Embarcadero  •  San  Francisco,  CA 


IPs  the  newspaper  industry's  most  anticipated 
gathering  of  professionals^  experts  and  visionaries 


Timely,  Well-Designed  Program! 
Outstanding  Speakers! 

Complete  T radeshow! 

New  in  ’96 


*Best  Online  Newspaper 
Services*  Competition  - 

Hosted  by  Editor  &  Publisher 
and  The  Kelsey  Group 
(Check  out  http://www.nnediainfo.com/ 
edpub  for  details  on  this  contest) 

Round-Table  Discussions  - 

Participate  in  intense  discussions  in 
small  groups 

New  Media  Lab  Presentations  - 

Hear  all  the  detailed  facts  from  the 
most  important  technology  service 
providers 


.Hundreds 

HAVE  ALREADY,  | 
SIGNED  UP 


-  There's  no 

BETTER  MEETING 
;  PLACE  TO 

[understand 

HOW  INTERACTIVE 
SERVICES  will' 
IMPACT  THE 
NEWSPAPER 
-  INDUSTRY  a' 

;  Join  800 

OF  YOUR 
COLLEAGUES 


DETAILED  PROGRAM  WITH  SPEAKERS  PLUS  REGISTRATION  INFORMATION  INSIDE 

Register  today  for  Interactive  Newspaper^ '96!  : 


Interactive  Newspapers  ’96 

What’s  Hot?  What’s  Not?  What’s  Next?  Positioning  for 

WHO  SHOULD  ATTEND? 

Profitability. 

Newspaper  executives  who  need  to  stay 

informed  of  critical  developments  in  the  interactive  newspaper  business  including: 

Publishers 

Managing  Editors 

Electronic  News  Editors  ' 

Technology  Directors 

Marketing  Directors 

Sales  Managers 

Advertising  Directors 

Strategic  Planners 

Reporters  ! 

New  Technologies  Analysts 

Electronic  Publishing  Managers 

Production  Managers  1 

Business  Development  Managers 

Product  Managers 

Classified  Ad  Managers  j 

Webmasters 

Web  Site  Developers 

HTML  Programmers 

Plus:  suppliers  of  technology,  content  or  services  who  want  to  reach  this  market 

PROGRAM  (as  of  December  20,  1995) 


WEDNESDAY,  FEBRUARY  21 _ 

Registration  8:00  -  5:00 

Optional  Technology  Overview:  A  Tutorial  1:00  -  5:00 

This  pre-conference  session  explores  all  facets  of  interactive 
information  services  and  sets  the  stage  for  the  conference.  It’s 
a  great  way  to  gain  insight  if  you’re  new  to  interactive  media 
or  to  simply  refresh  your  knowledge.  We’ll  review  interactive 
newspapers  from  start  to  finish — from  platform  to  product 
launch.  Areas  covered  include  technology  advances  in  the 
areas  of  online,  cable,  wireless,  direct  broadcast;  content 
issues;  and  user  devices  ranging  from  the  PC  and  the  personal 
digital  assistant  to  interactive  television. 

Wayne  Parker,  President,  MP  Music  Previews 
Marsha  A.  Stoltman,  Vice  President,  The  Kelsey  Group 
Chris  Tucher,  Business  Manager,  Publishing  Industry,  Netscape 
Peter  M.  Winter,  Interim  CEO,  New  Century  Network 

Reception  Sc  Exhibits  5:00  -  8:00 

THURSDAY,  FEBRUARY  22 _ 

Registration,  Continental  Breakfast,  Exhibits  7:30  -  8:30 

General  Sessions 

❖  Introduction  &  Market  Overview  8:30  -  9:00 

John  F.  Kelsey,  III,  President,  The  Kelsey  Group 
Colin  Phillips,  Co-Publisher,  Editor  &  Publisher 

Co-Sponsors 

jack  Fishman,  Chairman,  NNA 
Wayne  Toske,  President,  SNA 
Earl  Wilkinson,  Executive  Director,  INMA 

<•  Intellectual  Property  in  Cyberspace 
—  A  Keynote  Address  9:00  -  9:45 

As  Chairwoman  of  the  Electronic  Frontier  Foundation, 

Esther  Dyson  works  to  protect  free  speech  and  privacy 
online.  Hear  how  this  influential  visionary  is  helping  to  shape 
the  balance  of  rights  and  responsibilities  for  both  businesses  and 
consumers  in  this  evolving  electronic  ecosystem. 

Esther  Dyson,  President,  EDventure  Holdings,  Inc. 

Boston.conn:  A  Case  Study  9:45- 1 0:30 

It’s  a  live  demonstration  of  the  Boston  Globe’s  “megawebsite,” 
which  brings  together  an  extensive  collection  of  content 
from  a  variety  of  Boston  organizations — including  the  area’s 
top  radio  and  TV  stations.  See  what  led  Editor  Cif  Publisher  to 
call  it  “spiked  with  originality  and  guts”  and  hear  about  the 
development,  the  demographics  and  the  dreams  that  got  this 
project  off  the  ground. 

David  Margulius,  Director/Electronic  Publishing,  Boston.com 


Positioning  for  Profitability  1 1 :00  -  1 2:00 

How  can  you  maximize  return  on  your  interactive  invest¬ 
ment?  How  can  you  also  ensure  that  your  business  model  will 
wear  the  test  of  digital  time?  Hear  how  several  newspapers 
have  positioned  themselves  to  meet  these  challenges. 

Chris  jennewein.  Vice  President,  Mercury  Center 
Andrew  Nibley,  Editor  &  Executive  Vice  President, 

Reuters  New  Media 
David  Richards,  President,  InfiNet 


Lunch  &  Exhibits 


12:00  -  2:00 


Breakout  Sessions 

T rack  I :  Relevant  Relatives  2:00  -  3:30 

What  product-launch  strategies  have  worked  for  other  pub¬ 
lishers  in  new  media?  What  can  newspaper  professionals 
learn  from  them?  Representatives  from  the  magazine,  broad¬ 
cast,  Yellow  Pages  and  other  related  businesses  share  their 
knowledge,  their  vision,  their  successes,  their  failures. 

Dev  Horn,  Director  of  New  Media  Programs, 

GTE  Information  Services 
Hala  Makowska,  New  Media  Director,  People  Magazine 

Track  2:  The  Cycles  of  CD-ROM  2:00  -  3:30 

Sales  of  both  multimedia-capable  computers  and  CD-ROM 
titles  continue  to  soar.  This  session  examines  the  trends  in 
CD-ROM  that  are  driving  these  numbers — from  technical 
advances  to  distribution  strategies.  You’ll  also  discover  ways 
in  which  CD-ROM  and  online  are  merging  to  offer  the  con¬ 
sumer  a  vast  resource  of  desktop  information,  with  an  auto¬ 
matic  link  to  the  rest  of  the  world. 

Celia  Irvine,  Vice  President,  Hearst  New  Media  &  Technology 
Dan  Miller,  Editor  &  Publisher,  OPUS  Research,  Inc. 

Track  3:  Intelligent  Agents  2:00  -  3:30 

More  information.  Less  time.  What’s  the  solution  for  busy 
newspaper  subscribers?  Many  hot  technology  companies  are 
betting  on  the  Intelligent  Agent.  Find  out  how  these  interac¬ 
tive  masters  search,  sort  and  deliver  content  from  the  Web  and 
other  sources  and  what  it  all  means  for  new  media  publishing. 
Philippe  F.  Courtot,  Chairman  &  CEO,  Verity,  Inc. 

Lucia  Hicks-Williams,  General  Manager,  Telescript,GeneraI  Magic 
Jonathan  Sheer,  VP,  Electronic  Products,  Thomson  Newspapers 

T rack  4:  Segmenting  the  Screenager  2:00  -  3:30 

An  in-depth  look  at  the  growing  generation  of  connected 
kids  and  how  that  translates  into  opportunity  for  the  newspa¬ 
per  business. 

Kathleen  Criner,  Principal,  Criner-VV^ilson 
Jason  Seiken,  Vice  President/Content,  Digital  Ink 


<*  T rack  5:  Auditing  Advertising 

on  the  Web  2:00  •  3:30 

Learn  the  latest  ways  advertisers  are  measuring  their  return 
on  investment  as  the  industry  clamors  for  accurate  ways  to 
track  who  enters  a  site,  how  long  they  stay,  where  they  came 
from  and,  most  importandy,  which  pages  they  see. 

Judy  Black,  Sr.  Partner,  Bozell,  Jacobs,  Kenyon  &  Eckhardt 
Michael  J.  Lavery,  Executive  Vice  President  Auditing 

Services,  Audit  Bureau  of  Circulation 
Ariel  Polar,  Founder  &  President,  Internet  Profiles  Corp. 

❖  Track  I:  New  Media  Research  4:00  -  5:30 

This  interesting  exploration  digs  deep  into  the  newfound 
wealth  of  research  conducted  for  the  interactive  arena.  Let 
our  experts  help  you  sort  through  the  data  so  you  can  grab 
hold  of  information  that’s  meaningful  and  vital  for  your 
interactive  services  planning  strategy. 

Diane  Burley,  Dir.  NJ. /Neptune  Inter.  Design,  Asbury  Park  Press 
Jim  Fouss,  President,  Response  Analysis 

❖  Track  2:  Electronic  Classifieds  and  Interactive 

Newspapers  4:00  -  5:30 

Learn  how  you  can  integrate  this  mainstay  revenue  source 
into  your  interactive  plans  and  hear  firsthand  the  lessons 
learned  by  those  already  engaged  in  interactive  classifieds. 
Christy  J.  Jones,  Editor,  StarText,  Fort  Worth  Telegram 
Timothy  Landon,  Vice  President,  Marketing  & 

Development,  Chicago  Tribune 
George  Tye,  President  &  CEO,  ClassiFacts 

❖  Track  3:  Inside  the  Web  Toolbox  4:00  -  5:30 

Immerse  yourself  in  HTML,  SGML  and  other  Web  publishing 
technologies.  Find  out  how  you  can  best  use  these  authoring  tools 
to  build  a  newspaper  site  that  accomplishes  your  interactive  goals. 
Jay  R.  Brodsky,  Technology  Development  Manager, 

Tribune  Media  Services 
Brewster  Kahle,  CEO,  WAIS 

Sorrell  Slaymaker,  Senior  Engineer,  Global  Internet 

❖  T rack  4:  Securing  Electronic  T ransactions  4:00  -  5:30 

Electronic  commerce  is  expected  to  grow  twenty-fold  over 
the  next  five  years.  That  means  issues  related  to  cybercash 
and  security  must  be  exposed  and  explored.  Join  us  for  this 
important  session  focusing  on  what  you  need  to  know  to 
ensure  a  problem-free  Internet  economy. 

Charles  I.  Brady,  Jr.,  Consultant,  Advanced  Systems 
Magdelina  Yesil,  Vice  President  of  Marketing,  Cybercash,  Inc. 

❖  Track  5:  International  Activity  4:00  •  5:30 

The  Internet  offers  unprecedented  opportunity  for  globalizing 
your  interactive  newspaper  business.  Hear  how  some  newspapers 
have  grabbed  onto  this  instant  window  on  the  world  and  under¬ 
stand  the  issues  and  implications  of  world-wide  interactivity. 
Terry  Maguire,  International  Media  Development  &  Counsel, 

International  Federation  of  Newspaper  Publishers 
Madan  Rao,  Communications  &  Marketing  Director, 

Inter  Press  Services 

Reception  &  Exhibits  5:00  -  8:00 

Hospitality  Suite  8:30  -  1 1:00 

HOSTED  BY  TRIBUNE  MEDIA  SERVICES 

FRIDAY,  FEBRUARY  23 _ 

Registration,  Cx)ntinental  Breakfast,  Exhibits  7:30-8:30 

General  Sessions 

❖  Another  Evolution — A  Keynote  Address  8:30  -  9:30 

Technology'  isn’t  the  only  evolving  element  in  the  newspaper 
profession.  Social  changes  are  altering — among  other  things — 
the  tvays  consumers  get  their  news.  Find  out  what  this  means 
for  your  publication’s  future  during  this  important  address. 
Phillip  j.  Meek,  President,  Publishing  Group,  Capital  Qties/ABG  Inc. 


❖  Research  Results  &  Expert  Response  9:30  -  1 0:00 

A  revealing  report  on  the  Seventh  Annual  Interactive 
Newspapers  Survey  plus  instant  analysis  from  a  prominent 
newspaper  market  researcher. 

Bob  Olinto,  Research  Director,  Orange  County  Register 
Marsha  A.  Stoltman,  Vice  President,  The  Kelsey  Grotip 

❖Journalists  Speak  Out  10:30-  12:00 

Do  reporters  find  themselves  writing  about  the  facts  but 
thinking  about  how  the  story  will  play  out  in  HTML? 
Leading  reporters  examine  the  effect  of  interactive  media 
and  what  it  means  for  the  traditional  skills  of  the  journalist. 
Allison  Davis,  Executive  Producer,  News  Online,  NBC 
Mark  Fitzgerald,  Midwest  Editor,  Editor  Publisher 
William  L.  Winter,  President  &  Executive  Director, 

American  Press  Institute 

Lunch  &  Exhibits  12:00  -  2:00 

❖  Town  MeetingHThe  New  Century  Network  2K)0-3J0 

Will  the  New  Century  Network  change  the  balance  of  power 
in  the  industry?  Is  the  arrangement  a  friend  or  a  foe  to  news¬ 
paper  companies?  Representatives  fiom  the  Network  will  pre¬ 
sent  their  latest  recommendations,  findings  and  strategies. 
They’ll  also  respond  to  questions  from  analysts  and  reporters. 
Chip  Perry,  Vice  President-Strategic  Alliances,  L.A.  Times 
Peter  M.  Winter,  Interim  CEO,  New  Century  Network 
Analysis  by; 

Robin  Hunt,  Editorial,  The  New  Media  Lab,  The  Guardian 
Allen  Weiner,  Director/ Principal  Analyst,  DataQuest 


ROUND-TABLE  DISCUSSIONS 

4:00  -  5^30 


Here's  your  chance  to  debate  the  issues,  throw  out  ideas  for  considera¬ 
tion  and  hear  what  your  competitors  and  colleagues  have  to  say  about 
the  topics  that  matter  most  to  you.  A  fadlitator  sets  the  stage  for  each 
topic  but  then  the  gloves  come  off  and  the  fun  begins  A  list  of  planned 
topics  follows  You'll  have  the  opportunity  to  attend  one,  two  or  more  of 
the  discussions  Each  Round  Table  will  be  held  twice — in  back-to-back 
sessions  of  45  minutes  each. 

❖  10  Steps  to  Creating  a  Successful  Web  Site 

John  Duhring,  Senior  Consultant,  AOL  Productions/Redgate 

❖  Promoting  Online  Services  in  Your  Market 

Jan  Calvert,  Dir.  Electronic  Information  Svc.,  Chronicle  Pub. 

❖  Small-Paper  Strategies  for  Profitable  Interactive  Publishing 

Lou  Zimmers,  President,  Zimmers  Voice  Publishing 

❖  Interactive  Legal  Issues:  Trademarks,  Patents,  Ownership, 
Copyrights,  Censorship 

James  T.  Borelli,  Senior  Claims  Counsel,  Media/Professional  Insurance 

❖  Other  Opportunities:  Co-Op  Advertising, 

Cyber-Coupons  &  More 

Mike  Silver,  V.P.  Editorial  &  Development  Tribune  Media  Services 

❖  Beyond  the  News:  Sports  &  Other  Local  Online  Content 

Scott  Wilson,  Co-Publisher,  Port  Townsend-Jefferson  County  Leader 

❖  The  World  of  Interactive  Technology  as  It  Impacts  the 
Suburban  Newspaper  Industry 

Wayne  Toske,  President,  SNA,  President  &  Publisher, 
Community  Newspapers,  Inc. 

❖  How  to  Make  the  Most  of  Voice  Personals 

David  Sawyer,  Director  of  Newspaper  Voice  Services, 

Advanced  Telecom 

❖  Interactive  TV 

Peter  Zollman,  Director-News,  Time  Warner  Cable  Full 
Service  Network 

❖  Beyond  the  PC:  PDAs,  Screen  Phones,  Touch  Screens, 
Kiosks  and  More 

Len  Muscarella,  Managing  Director,  Interactive  Media  Assoc. 

❖  Database  Marketing:  How?  Why?  What’s  in  It  for  You? 

Blake  Barker,  Executive  VP,  Gannett  Digital  Xpress, 

Gannett  New  Media 


3-RING  CONFERENCE  BINDER  SPONSORED  BY  TELE-PUBLISHING,  INC. 


SATURDAY,  FEBRUARY  24 _ 

Registration  &  Continental  Breakfast  7:00  -  8:00 

General  Sessions 

Living  on  the  Interactive  Edge — 

A  Keynote  Address  8:00  •  8:45 

A  distinguished  and  entertaining  speaker  on  new  technolo¬ 
gies,  Microsoft’s  Greg  Riker  presents  his  unique  perspec¬ 
tive  on  and  experience  with  leading-edge  communication 
and  information  products.  Hear  how  Riker  lives  his  way-out 
digital  life  today  and  how  he  predicts  we’ll  all  be  living  it 
tomorrow. 

Greg  Riker,  Director  of  Technology,  Microsoft  Corp. 

Best  Online  Newspaper  Services  Awards  8:45  •  10:00 

Who  has  it  all  on  the  Web— compelling  content,  original 
features,  innovative  page  design,  best  advertising?  Our 
expert  panel  reviews  their  selections  and  announces  the 
award  winners.  Don’t  miss  this! 

Steve  Outing,  President,  Planetary  News 


<•  The  Changing  Role  of  Advertising  1 0:30  -  11:30 

Hear  firsthand  accounts  from  advertising  stiategizers  who 
have  wrestled  with  the  major  ad  issues — positioning,  pric¬ 
ing  and  promoting  to  selling  space  and  supporting  spots  in 
the  electronic  arena.  Also  find  out  how  major  local  adver¬ 
tisers  see  their  creative  and  media-buying  strategies  chang¬ 
ing  to  meet  the  demands  of  the  Web  and  other  interactive 
opportunities. 

Hal  Logan,  Principal,  Third  Set  Partners 

Ross  Settles,  Co-Founder/Principal,  Cannon  Consulting 

❖  So...What’s  Next? 

We  know  what’s  hot  and  what’s  not.  But  what’s  next? 

Which  technologies  will  play  a  role  in  the  next  generation 
of  interactive  newspapers?  From  bandwidth  advances  to 
intercasting,  you’ll  hear  top  experts  predict  the  next  wave 
of  electronic  growth  as  well  as  their  insight  into  how  new 
media  publications  will  play  a  role  in  the  consumer’s  infor¬ 
mation  intake. 

Jakob  Nielsen,  Sun  Microsystems  Distinguished  Engineer 
Andy  Sutcliffe,  President,  Tele-Publishing,  Inc. 


Complete  Exhibit  Hall  &  Product  Presentations 

Over  50  companies  that  are  at  the  center  of  the  interactive  newspaper  business  will  display  their  products  and 
services  in  the  exhibit  hall.  This  provides  you  with  an  outstanding  opportunity  to  see  information  technology  at 
work  and  network  with  technology  vendors.  Hosted  and  organized  by  Editor  &  Publisher.  Some  organizations 
will  also  have  optional  15-minute  product  presentations  during  exhibit  hall  hours.  For  information,  call  Steve 
Townsley  at  Editor  &  Publisher  (212-675-4380). 

A  Partial  List  of  Exhibitors  Who  Have  Reserved  Space  as  of  December  20,  1995: 


Accu-Weather 
Cascade  Systems 
Edgill  Associates 
MarketLink 
Netcom 
Safari  Beach,  Inc. 

Transamerica  Information  Mgt 


Ad  One  Classified  Network 
Classifacts 

Gannett  Media  Technologies 
MCI  Digital  Imaging 
Nexis-Newsview 
TV  Data 

Tribune  Media  Services 


Advanced  Telecom 
CompuCalc  Industries,  Inc. 
Info  Connect 
Mission  Critical 
Palantir 

Tele-Publishing 


Brrte  Voice 
Direct  Response  Marketing 
InfiNet 

Mortgage  Market  Information  Services 
PnessLink 
The  Associated  Press 


An  Opportunity  to  View  Some  of  the  Industry’s  Best  Web  Sites: 

An  expert  panel  of  judges  are  working  to  determine  which  are  the  best  of  the  best  newspaper  online  services. 

The  criteria  for  both  large  and  small  newspapers  has  been  carefully  determined.  Check  out  http://www.media 

info.com/edpub  for  contest  details.  At  the  conference  all  attendees  will  have  the  opportunity  to  view  the  top  sites 

and  to  share  in  the  presentation  of  awards.  This  is  a  must-see  for  all  newspaper  professionals. 

Each  Interactive  Newspapers  ’96  Attendee  Receives: 

♦>  Hard  copy  of  speaker  presentations  attractively  packaged,  a  complete  attendee  list  and  invaluable 
materials  from  exhibitors 

❖  Results  of  The  Kelsey  Group’s  and  Editor  Sc  Publisher’s  Seventh  Annual  Interacdve  Newspapers  Survey 

❖  Editor  &  Publisher’s  Special  Issue,  which  includes  a  pull-out  section  devoted  exclusively  to  interactive 
newspapers  and  the  Editor  Sc  Publisher  Interactive  Products  and  Services  Directory 

❖  A  better  understanding  of  the  real  opportunities  in  interactive  services  for  your  newspaper  and  a 
comprehensive  list  of  resources  and  contacts 


The  spectacular  Hyatt  Regency  Embarcadero  is  offering  a  special  conference  room  rate;  $149  per  night/single  or 
double.  Reserve  your  room  quickly — only  a  limited  number  are  available  at  this  discounted  rate.  Call  the  Hyatt 
direcdy  at  (415)  788-1234  or  Hyatt’s  toll-free  reservadon  number  (800)  233-1234. 

0  Special  Needs: 

If  there’s  anything  we  can  do  to  make  your  participation  more  convenient  or  easier,  check  the  appropriate 
space  on  the  registration  form  or  call  (609)  921-7200. 

Cancellation  Policy: 

There  is  a  $100  service  charge  for  cancellations  received  in  writing  prior  to  Dec.  1,  1995.  Cancellations 
received  between  Dec.  1,  1995,  and  Jan.  10,  1996,  will  be  assessed  a  50%  service  charge;  cancellations  after  that 
or  registrants  who  do  not  attend  are  liable  for  the  full  registration  fee.  Substitutions  from  the  same  company 
can  be  made  at  any  time  prior  to  the  conference. 


WHEN:  February  21-24,  1996 

WHERE:  Hyatt  Regency  San  Francisco  in  Embarcadero  Center,  (415)  788-1234 

For  more  information  or  group  rates,  call  The  Kelsey  Group  at  (609)  921-7200  or  send  an  e-mail  to  marshast@ix. 
netcom.com.  To  register,  call  the  number  above,  mail  or  fax  (609-921-2112)  the  attached  registration  form  or  use  our 
online  registration  form  (httpy/\AMw.kelseygnoup.com/kelsey).  We  will  also  keep  the  program  updated  at  this  Web  site. 

NNA  Members:  For  a  special  rate  and  to  register  please  call  (703)  907-7900. 

SNA  Members:  For  a  special  rate  and  to  register  please  call  (312)  644-6610. 


We  would  like  to  thank  the  following  companies  that  have  already  committed  to  sponsoring  Interactive 
Newspapers  '96  events  (sponsorship  opportunities  are  still  available— call  now  to  learn  the  benefits): 

Ad  One  Classified  Network  Brite  Voice  Systems  InfiNet  Tele-Publishing  Tribune  Media  Services 
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B'YES!  Register  me  at  the  discount  price  of  $995* 

$1,090  if  you  plan  to  attend  the  optional  Technology  Overview 
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I  plan  to  attend  the  Technology  Overview  at  $95. 


_ TOTAL  COST 

Full  payment  is  required  prior  to  the  meeting 

Q  My  check  is  enclosed  (U.S.  funds  only,  payable  to  “Interactive  Newspapers  Conference”) 
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Account  Number _  Expiration  Date. 
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Register  on  our  Web  site  at:  http://www.kelseygroup.com/kelsey 

_  Please  check  here  if  you  are  physically  challenged  and  require  special  needs  at  the  conference. 

We  will  be  in  touch  with  you. 


*  $995  before  Jan.  26;  $  1 ,095  before  Feb.  1 5;  $  1 ,  1 95  thereafter.  (Only  credit  cards,  traveler’s  checks  and  cash  can  be  accepted  at  the 
door.)  Remember  to  add  $95  if  you  plan  to  attend  the  optional  Technology  Overview.  Group  rates  are  available.  Call  for  more  information 
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What  it  is:  The  definitive  meeting  place  to  discuss  interactive  information 
services  in  the  newspaper  industry  and  their  impact  on  you  and  your  paper. 

Who  will  be  there:  More  than  700  newspaper  executives  and  leading  suppliers 
attended  Interactive  Newspapers  ’95.  We  estimate  800  to  1,000  will  attend 
this  year’s  event.  If  you  care  about  the  future  of  the  news  business,  you  need 
to  be  there.  Simply,  the  best  program  in  the  newspaper  industry. 

KEYNOTE  SPEAKERS: 

Esther  Dyson,  President,  EDventure  Holdings 

Phillip  J.  Meek,  President,  Publishing  Group,  Capital  Cities/ABC,  Inc. 

Greg  Riker,  Director  of  Advanced  Consumer  Technology,  Microsoft 

AND  hot  topics,  breakout  sessions,  round-table  discussions,  great  speakers,  an  exhibit  hall  for  hands- 
on  demotistrations,  product  presentations,  receptions  and  other  networking  opportunities. 
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Healthy  Gains 
In  Advertising 

Newspaper  advertising  overall  grew  6.4%  last  year,  with  retail 
inching  up  3.8%  and  classified  gaining  an  impressive  10% 


by  Tony  Case 

FOR  THE  SECOND  consecutive  year, 
advertising  in  1995  grew  at  a  signifi¬ 
cantly  better  rate  than  the  economy, 
and  the  trend  is  expected  to  continue 
into  this  year,  according  to  a  leading 
ad  forecaster. 

In  addressing  the  23rd  Paine  Webber 
Media  Conference  last  month  in  New 
York,  Robert  J.  Coen,  senior  vice  presi¬ 
dent  for  the  ad  agency  McCann-Erick- 
son,  estimated  that  U.S.  advertising 
business  totaled  $161.5  billion  last  year, 
a  7.7%  improvement  over  1994,  and 
predicted  a  7.8%  gain,  to  $174.1  billion, 
for  this  year. 

The  healthy  gains  reverse  the  de¬ 
pressed  advertising  results  of  the  early 
part  of  the  decade,  when  the  newspa¬ 
per  industry  experienced  its  worst 
slump  in  a  half-century. 

“For  the  second  year  in  a  row,  the 
stronger-than-expected  growth  in  ad¬ 
vertising  confirms  that  the  full  recov¬ 
ery  in  advertising  is  now  well  in  place,” 
Coen  said  in  his  annual  report.  “The 
role  of  advertising  is  reemerging  in  the 
U.S.  marketplace.” 

Local  advertising  budgets,  like  ad¬ 
vertising  overall,  grew  at  a  more  robust 
pace  than  the  economy,  although  their 
strength  fluctuated  from  region  to  re¬ 
gion  depending  on  economic  condi¬ 
tions. 

Results  also  varied  by  advertising 
category. 

Sluggish  consumer  spending,  cou¬ 
pled  with  devastating  financial  prob¬ 
lems  at  some  major  retailing  chains, 
adversely  affected  local  retail  advertis¬ 
ing.  Meanwhile,  many  newspapers  wit¬ 
nessed  double-digit  improvement  in 
the  help  wanted  and  real  estate  seg¬ 
ments.  Classified’s  strong  showing 
helped  along  revenues,  which  threat¬ 
ened  to  be  dragged  down  by  skyrocket¬ 
ing  expenses,  especially  those  related 
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“For  the  second  year  in  a  row,  the 
stronger-than-expected  growth  in  adver¬ 
tising  confirms  that  the  full  recovery  in 
advertising  is  now  well  in  place.  The 
role  of  advertising  is  reemerging  in  the 
U.S.  marketplace.” 

—  Robert  Coen,  senior  vice  president, 
McCann-Erickson 

to  newsprint. 

Newspaper  advertising  overall  grew 
6.4%  last  year,  with  retail  inching  up 
3.8%  and  classified  gaining  an  impres¬ 
sive  10%.  Total  newspaper  advertising 
business  was  expected  to  jump  6.5% 
this  year,  to  $34.5  billion. 

Of  all  the  local  media,  newspapers 
continue  to  reap  the  most  ad  business. 
Last  year,  local  new.  paper  ad  expendi¬ 
tures  grew  6.5%,  to  $32.4  billion.  By 
comparison,  local  TV  rose  7%,  to 
$10.8  billion;  local  radio  increased  8%, 
to  $8.8  billion;  and  yellow  pages  adver¬ 
tising  grew  4.2%,  to  $8.8  billion. 

National  advertising  budgets  went 


up  more  than  $10  billion,  to  $94.8  bil¬ 
lion,  an  8.5%  increase. 

National  ad  expenditures  among 
newspapers  grew  3%  last  year,  to 
slightly  better  than  $4  billion.  National 
was  expected  to  rise  another  5.5%  this 
year,  to  $4.3  billion. 

Coen  said  he  was  optimistic  that  ad¬ 
vertising  would  continue  to  expand  in 
1996,  and  that  it  would  experience  re¬ 
spectable  growth  through  the  rest  of 
the  century. 

Factors  that  promise  to  make  1996  a 
strong  year,  especially  in  the  television 
sector,  include  the  Summer  Olympics 
in  Atlanta  and  the  November  presi¬ 
dential  and  congressional  elections. 

A  continuing  shift  from  trade  pro¬ 
motions  to  advertising  in  the  competi¬ 
tive  marketplace  will  benefit  newspa¬ 
per  publishers. 

“Trade  promotions  primarily  are 
price-cuts,  give-backs  to  the  trade,” 
Coen  said.  “These  things  are  chang¬ 
ing.” 

Worldwide  advertising  expenditures 
in  1996  were  expected  to  reach  $377 
billion,  a  7.3%  improvement.  Outside 
the  United  States,  ad  spending  was 
projected  to  reach  $200  billion  for  the 
first  time  ever.  Ad  budgets  in  most 
parts  of  the  world,  as  in  this  country, 
are  growing  faster  than  local  economies. 

Also  appearing  at  the  Paine  Webber 
conference  was  Miles  Groves,  chief 
economist  for  the  Newspaper  Associa¬ 
tion  of  America,  who  predicted  that 
newspaper  advertising  would  improve 
by  6%  in  1996,  compared  with  6%  last 
year  and  7%  in  1994. 

Groves,  like  Coen,  reported  that 
classified  showed  the  healthiest  gains 
in  1995,  at  better  than  10%.  The  cate¬ 
gory  was  expected  to  grow  another  6% 
this  year.  National  went  up  3%,  and 
was  projected  to  rise  6%  this  year.  Re- 
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Newspapers 
And  The  Courts 

Gag  orders,  ‘corporate  intimidation’  hassled  the  press  in  1995 


by  Debra  Qersh  Hernandez 

THERE  MAY  NOT  have  been  as  many 
legal  threats  to  the  press  last  year,  but 
the  ones  that  surfaced  “were  pretty 
horrific,”  according  to  one  free-press 
watcher. 

“I’m  thinking  especially  of  the  Busi¬ 
ness  Week  case,”  said  Reporters  Com¬ 
mittee  for  Freedom  of  the  Press  execu¬ 
tive  director  Jane  E.  Kirtley.  “That  gag 
order  was  truly  without  precedent. 

“1  think  that  if  the  sixth  circuit  does 
not  reverse  it,  and  reverse  it  with  some 
very  strong  language,  we  are  going  to 
be  facing  the  prospect  of  many  trial 
judges  issuing  gag  orders  in  the  future,” 
she  said. 

The  Business  Week  case  stems  from 
an  article  in  the  magazine  that  was 
suppressed  for  three  weeks  by  a  federal 
judge  in  Cincinnati. 

The  article  was  based  on  sealed 
court  documents  in  a  lawsuit  between 
Procter  &  Gamble  Co.  and  Banker’s 
Trust  Co.  The  magazine  received  the 
documents  from  a  lawyer  for  the  bank, 
who  had  been  unaware  they  were 
sealed. 

After  taking  the  case  through  the 
appeals  process  to  the  U.S.  Supreme 
Court,  where  Justice  John  Paul  Stevens 
refused  to  overturn  the  gag  order  for 
procedural  reasons,  the  case  went  back 
to  Cincinnati,  where  the  judge  un¬ 
sealed  all  documents  in  the  case. 

However,  while  the  magazine  pre¬ 
pared  to  publish  the  material  now  that 
it  was  public,  the  judge  also  ruled  that 
Business  Week  unlawfully  obtained  the 
documents  and  should  be  enjoined 
from  using  it. 

That  ruling.  Business  Week  editor  in 
chief  Stephen  B.  Shepard  said  in  a  re¬ 
leased  statement,  had  no  effect  on  the 
magazine’s  plan  to  publish,  “because 
the  documents  are  now  available  to 
one  and  all.” 

McGraw-Hill  Co.,  the  magazine’s 


“The  issue  has  turned  away  from  truth 
or  falsity  but  to  how  did  the  news  media 
get  the  story?  Hidden  camera?  Did  they 
induce  a  source  to  break  a  contract?  It’s 
none  of  the  court’s  business.” 

—  Jane  Kirtley,  executive  director,  Re- 
porters  Committee  for  Freedom  of  the 
Press 


parent  company,  has  appealed  the  rul¬ 
ing,  asking  the  sixth  Circuit  Court  of 
Appeals  to  overturn  the  permanent  re¬ 
straining  order. 

If  the  “restraining  order  is  allowed  to 
stand,  it  will  represent  a  dramatic  de¬ 
parture  from  the  existing  First  Amend¬ 
ment  prior  restraint  doctrine,”  stated 
McGraw-Hill  senior  vice  president  and 
general  counsel  Kenneth  M.  Vittor  in  a 
company  release  on  the  ruling. 

“There  is  simply  no  precedent  to 
support  this  extraordinary  ruling  and 
we  will  continue  to  fight  this  decision 
until  it  is  overturned,”  he  added. 

Kirtley  cautioned  that  in  this  case, 
“It  was  not  just  one  judge.  It  was  up¬ 
held  by  the  sixth  circuit  and  Justice 
Stevens.” 


Depending  on  how  the  sixth  circuit 
rules,  there  could  be  an  “epidemic”  of 
gag  orders  in  other  courts,  Kirtley  said. 
“Once  they  rule,  we  will  have  a  better 
sense  of  what  will  happen  with  that. 
It’s  a  big  piece  of  unfinished  business 
that  looms  large  over  the  news  busi¬ 
ness.” 

Corporate  intimidation 

Another  issue  of  significance  has 
been  the  “impact  of  corporate  intimida¬ 
tion  of  the  media,”  she  continued. 

Although  the  major  issues  that  arose 
last  year  primarily  concerned  broadcast 
news  outlets  —  notably  ABC  and  CBS 
—  and  tobacco  companies,  Kirtley  cau¬ 
tioned  that  “the  print  media  cannot  ig¬ 
nore  those  decisions.  They  will  send  a 
message  to  corporate  America  that  it  is 
possible  to  intimidate  the  news  media 
into  silence.” 

In  the  ABC  case,  ABC  News  settled 
a  $10  billion  libel  lawsuit  filed  by  Philip 
Morris  with  on-air  apologies  for  stories 
stating  that  Philip  Morris  and  R.J. 
Reynolds  spiked  cigarettes  with  nico¬ 
tine.  Capital  Cities/ ABC  also  paid  the 
tobacco  company’s  legal  expenses. 

The  CBS  News  program  “60  Min¬ 
utes”  came  under  fire  for  pulling  a  story 
about  tobacco  companies  after  lawyers 
warned  that  the  broadcasters  could  be 
charged  with  contractual  interference 
by  causing  their  anonymous  source  to 
violate  a  nondisclosure  agreement.  Fur¬ 
ther  criticism  was  levied  when  it  was 
learned  CBS  had  agreed  to  protect  the 
source  from  legal  action  that  might  be 
brought  against  him. 

These  issues  demonstrate  a  couple  of 
things,  she  explained. 

“One,  especially  for  the  cigarette 
companies  but  not  exclusively,  they  feel 
like  they  have  their  backs  to  the  wall 
and  will  use  any  creative  technique  to 
discourage  aggressive  reporting,”  Kirtley 
noted. 

“The  other  factor,  of  equal  signifi- 
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cance,  is  that  they  believe,  and  probably 
rightly,  that  the  current  judiciary  will  be 
more  receptive  to  those  claims,”  she 
said,  explaining  that  appointees  from 
the  Bush  and  Reagan  administrations 
tend  to  have  “greater  sympathies  for  the 
corporate  party  line.”  A  positive  aspect 
of  that  is  a  Supreme  Court  which  rec¬ 
ognizes  the  rights  and  protections  of 
commercial  speech,  Kirtley  added. 

One  good  thing  that  came  of  the 
ABC  case  was  that  before  it  was  settled, 
a  Virginia  judge  —  ruling  on  Philip 
Morris  subpoenas  of  third-party  ven¬ 
dors,  such  as  credit  card  companies,  in 
an  attempt  to  discover  ABC’s  source  — 
recognized  that  reporters’  privilege 
should  extend  to  these  transactional 
records,  she  explained. 

“He  ultimately  ruled  that  Philip  Mor¬ 
ris  cannot  compel  production,”  she  said. 
“That  was  a  landmark  ruling  because 
there  has  really  never  been  recognition 
in  the  journalistic  context  of  protecting 
records  of  this  nature.  It  was  a  major 
victory. 

“Whatever  the  fallout  from  the  ABC 
settlement  may  be,  we  are  indebted  for 
this  ruling,”  Kirtley  added. 

Another  broadcast  case  that  finally 
came  to  a  conclusion  was  the  Alar  case 
brought  against  CBS  by  apple  growers, 
who  claimed  there  was  not  enough  sci¬ 
entific  research  to  back  up  charges  of 
any  carcinogenic  effects  of  the  chemi¬ 
cal. 

“Finally,  the  ninth  circuit  ruled  in 
favor  of  CBS,”  Kirtley  said. 

“The  apple  growers  sued  under  the 
theory  that  the  report  was  not  libel, 
but  trade  libel  or  product  disparage¬ 
ment,”  she  explained.  “Had  they  pre¬ 
vailed,  it  would  be  difficult  for  journal¬ 
ists  to  report  on  scientific  research  in 
progress. 

“The  ninth  circuit  said  the  apple 
growers  did  not  demonstrate  the  story 
was  a  false  one.  They  had  the  burden 
to  prove  the  statements  were  false,”  she 
said.  “All  they  showed  was  that  the 
studies  were  inconclusive. 

“On  a  parallel  track,”  Kirtley  added, 
“eleven  states  passed  product  dispar¬ 
agement  laws,”  although  there  “hasn’t 
really  been  a  test  yet  of  their  constitu¬ 
tionality.” 

This  is,  however,  another  example  of 
how  interest  groups  come  up  with  oth¬ 
er,  creative  methods  to  hamper  the 
media,  rather  than  traditional  libel 
suits. 

An  offshoot  of  that  is  the  increasing 
scrutiny  by  the  courts  of  the  newsgath¬ 


The  Judicial  Conference  also  is  slated  to  consider  the  issue  of  cameras  in  the  court' 
room  at  its  meeting  this  spring.  Although  the  trial  of  O.J.  Simpson  did  not  deal  a 
“death  blow”  to  cameras  in  the  courtroom,  it  “did  deal  it  a  significant  setback,”  ac¬ 
cording  to  Jane  Kirtley  of  the  Reporters  Committee  for  Freedom  of  the  Press.  Above, 
a  horde  of  photographers  clamor  to  capture  O.J.  attorneys  Johnnie  Cochran  and 
Robert  Shapiro  on  film. 


ering  process,  Kirtley  explained. 

“The  issue  has  turned  away  from 
truth  or  falsity  but  to  how  did  the  news 
media  get  the  story?  Hidden  camera? 
Did  they  induce  a  source  to  break  a 
contract? 

“It’s  none  of  the  court’s  business,” 
she  said. 

Ride-alongs 

“1  think  all  of  us  in  the  industry 
would  be  foolish  if  we  did  not  take  heed 
of  some  of  the  newsgathering  processes 
that  have  become  routine  in  the  news¬ 
room,”  Kirtley  added,  noting  that  she 
was  not  just  referring  to  bad  practices 
but  to  things  such  as  ride-alongs  with 
local  police. 

“We’ve  seen  a  number  of  cases  in  the 
last  few  years  where  the  people  in  a 
home  searched  by  law  enforcement 
agents  brought  invasion  of  privacy  suits 
and  Fourth  Amendment  [no  unwar¬ 
ranted  search  and  seizure]  suits,  claim¬ 
ing  the  presence  of  the  media  was  a 
separate  violation  of  their  rights,”  she 
said. 

“We’ve  already  seen  law  enforcement 
cut  back  on  their  willingness  to  let  the 
media  accompany  them,”  Kirtley  said, 
noting  that  this  reluctance  could  ex¬ 
tend  to  limiting  media  access  to  crime 
scenes  in  private  homes,  as  well. 

Another  move  on  the  horizon  is  an 
amendment  that  is  being  considered  by 
the  U.S.  Judicial  Conference  to  allow 


parties  conducting  pretrial  discovery  to 
ask  a  judge  to  seal  records  without  hav¬ 
ing  to  make  a  showing  as  to  the  neces¬ 
sity  of  the  seal. 

“This  could  have  considerable  rami¬ 
fications  for  journalists  covering  courts,” 
Kirtley  said,  calling  it  “something  that 
news  organizations  ought  to  be  paying 
more  attention  to.” 

“The  potential  for  gag  orders  and 
other  unfortunate  occurrences  is  great 
and  becomes  greater  if  these  kinds  of 
seals  become  common  practice,”  she 
added,  urging  newspeople  to  file  some 
protest  in  these  cases. 

“We  in  the  news  media  need  to  be 
there,  pointing  out  to  judges  that  there 
is  another  side  of  this.  When  you  go  to 
the  courts,  you  give  up  some  of  the  pri¬ 
vacy.  Especially  when  we’re  talking 
about  product  liability,  it’s  very  clear, 
but  even  when  it’s  not  a  matter  of  safe¬ 
ty,  it’s  still  in  the  public  interest.” 

Courtroom  cameras 

The  judicial  Conference  also  is  slat¬ 
ed  to  consider  the  issue  of  cameras  in 
the  courtroom  at  its  meeting  this 
spring,  although  discussion  of  the  mat¬ 
ter  has  been  put  off  before. 

Although  the  trial  of  O.J.  Simpson 
did  not  deal  a  “death  blow”  to  cameras 
in  the  courtroom,  it  “did  deal  it  a  signif¬ 
icant  setback,”  Kirtley  commented. 

“We  see  it  in  federal  court,  where 
judges  refuse  to  reinstate  cameras  in 
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civil  cases,”  she  said.  “I  think  everyone 
knows  the  real  problem  is  perception  of 
the  O.J.  coverage. 

“In  the  few  states  that  do  not  allow 
cameras,  it  will  be  a  problem,”  she  not¬ 
ed,  adding,  “even  in  states  where  we  do 
have  it,  it  is  experimental  or  subject  to 
the  judge’s  discretion.” 

The  irony  of  this,  Kirtley  said,  “is 
that  the  real  problem  with  the  coverage 
of  the  O.J.  Simpson  case  was  not  the 
camera  in  the  courtroom.  It  was  the 
other  coverage.  The  camera  sitting  in 
the  courtroom  was  not  guilty  of  the  ex¬ 
cesses.” 

Because  First  Amendment  protection 
does  not  extend  to  broadcast,  the  cam¬ 
era,  she  said,  “becomes  the  scapegoat.” 

Kirtley  said  she  expects  no  change  in 
the  Judicial  Conference’s  position,  “un¬ 
less  something  magical  happens  be¬ 
tween  now  and  March  ....  As  long  as 
they  take  no  action,  the  media  are 
hamstrung  about  doing  anything.” 

The  only  alternative  would  be  to  find 


someone  in  Congress  to  champion  the 
issue,  but  Kirtley  said  she  is  “not  hold¬ 
ing  out  a  lot  of  hope  that  would  hap¬ 
pen.” 

Disclosing  income 

And  speaking  of  Congress,  Kirtley 
called  a  proposal  by  Sen.  Robert  C. 
Byrd  (D-W.Va.)  to  require  credentialed 
media  to  disclose  outside  sources  of  in¬ 
come  one  of  the  few  things  from  the 
legislature  that  can  render  her  speech¬ 
less. 

Not  completely  speechless,  Kirtley 
called  Byrd’s  amendment,  which  may 
get  a  hearing  in  January,  “sheer  arro¬ 
gance.” 

“This  is  not  something  some  fresh¬ 
man  member  dreamed  up.  He  is  a  vet¬ 
eran  legislator.  He  should  know  better. 
It’s  absolutely  indefensible,”  she  said. 

“I  have  no  sympathy  for  those  who 
are  championing  it.  I  keep  hoping,  es¬ 
pecially  after  the  hearings,  that  cooler 
heads  will  prevail  [and  realize]  this  is 
not  an  appropriate  exercise  of  congres¬ 


sional  power. 

“It  is  so  absurd,  so  pointedly  a 
vendetta,  a  payback  move;  it  is  unwor¬ 
thy  of  the  people  who  are  proposing  it.” 

An  administration  official  who  a  few 
years  ago  was  being  praised  for  her 
openness.  Energy  Secretary  Hazel 
O’Leary  this  year  found  herself  chas¬ 
tised  over  contracted  reports  that  rat¬ 
ed  media  coverage  of  her  department. 

“I  do  think  that  maintenance  of  a 
ratings  system  of  individual  reporters 
does  raise  the  question  of  violation  of 
the  Privacy  Act.  You  can’t  track  how 
someone  exercises  his  First  Amend¬ 
ment  rights,”  Kirtley  said,  adding  she 
was  “not  trying  to  create  a  more  sinis¬ 
ter  scenario  than  what’s  going  on 
here.” 

Declassifying  documents 

Kirtley  was  pleased  with  the  presi¬ 
dent’s  executive  order  regarding  classifi¬ 
cation  of  documents,  which  created  a 
presumption  of  openness  and  stricter 


standards  for  initial  classification  and  a 
set  schedule  for  declassification. 

“There  is  more  burden  on  those  who 
classify  to  say  why  and  what  the  harm 
would  be  [of  release].  Those  are  impor¬ 
tant  safeguards,”  she  said.  “The  admin¬ 
istration  should  be  praised  for  promul¬ 
gating  this.  The  real  proof  in  the  pud¬ 
ding  will  be  how  it  is  implemented  and 
carried  out.” 

Also  last  year.  Attorney  General 
Janet  Reno  issued  a  directive  making 
timely  and  efficient  Freedom  of  Infor¬ 
mation  Act  request  processing  a  job 
standard  in  the  Justice  Department. 

“I  think  anything  that  Janet  Reno 
does  to  reiterate  the  importance  of  pro¬ 
cessing  FoIA  requests,  treating  them  se¬ 
riously,  taking  them  seriously,  as  part  of 
the  way  federal  employees  do  their  jobs 
is  ail  to  the  good,”  Kirtley  said.  “Previ¬ 
ous  administrations  had  treated  it,  at 
best,  as  a  necessary  evil.” 

Nevertheless,  Kirtley  noted  again 
that  the  “proof  of  the  pudding  is  in 
whether  it  takes  or  not,  whether  this 


bureaucracy  of  records  handlers  does 
implement  these  directives  ....  This 
does  have  potential,  because  it  gets  em¬ 
ployees  in  their  pocketbook.  That  may 
be  the  ticket.” 

Also  last  year,  the  Reporters  Com¬ 
mittee  issued  its  third  and  last  in  a  se¬ 
ries  of  reports  about  subpoenas  served 
on  the  news  media. 

“We  accomplished  what  we  intended 
to  do,  which  was  to  document  the  vol¬ 
ume  and  types  of  subpoenas  the  media 
were  receiving  and  their  impact  on 
newsgathering  and  publication,”  Kirtley 
said. 

“The  empirical  evidence  we  pro¬ 
duced  bears  out  my  contention  that  the 
news  media  are  besieged  with  subpoe¬ 
nas,”  she  said.  “Part  of  the  reason  we 
wanted  to  make  this  report  was  to  con¬ 
vince  a  lot  of  members  of  the  judiciary 
out  there  who  do  not  understand  this  is 
a  problem.  Instead  of  rhetoric,  we  want¬ 
ed  to  show  them  evidence  of  what  the 
impact  is.” 

Kirtley  said  she  believes  the  reports 
served  the  purpose  for  which  they  were 
intended,  and  noted  in  several  states 
that  have  recently  enacted  shield  laws, 
those  reports  were  part  of  what  the  leg¬ 
islatures  considered. 

Seven  receive 
API  fellowships 

THE  AMERICAN  PRESS  Institute  in 
Reston,  Va.,  has  selected  seven  journal¬ 
ism  educators  and  newspaper  people  to 
attend  professional  development  semi¬ 
nars  this  year. 

They  are;  Mary  Jane  Alexander,  St. 
Michael’s  College,  Colchester,  Vt.; 
Gene  Rebcook,  Hampton  University, 
Hampton,  Va.;  Michele  J.  Vernon- 
Chesley,  Wayne  State  University,  De¬ 
troit;  Alfred  A.  Marin-Carle,  Ball  State 
University,  Muncie,  Ind.;  Michael  R. 
Cowling,  University  of  Wisconsin, 
Oshkosh;  Mary  Lou  Simms,  the  News, 
Boca  Raton,  Fla.;  and  Christopher  P. 
Reen,  the  News' Journal,  Daytona 
Beach,  Fla. 

Pittsburgh  paper 
has  cartoon  book 

THE  PITTSBURGH  POST-Gazette 
has  produced  a  book  of  editorial  car¬ 
toons  by  artists  Tim  Menees  and  Rob 
Rogers  called  The  Usual  Suspects. 


“I  think  anything  that  Janet  Reno  does  to  reiterate 
the  importance  of  processing  FoIA  requests,  treat' 
ing  them  seriously,  taking  them  seriously,  as  part 
of  the  way  federal  employees  do  their  jobs  is  all  to 
the  good,”  Kirtley  said. 
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Another  Newspaper 
Buys  Into 
A  Baseball  Team 

The  St.  Louis  Post-Dispatch  joins  the  Chicago  Tribune, 
Phoenix  Newspapers  and  the  Rocky  Mountain  News  of  Denver 
as  newspapers  that  own  all  or  part  of  major  league  teams 


by  Staci  D.  Kramer 

WHEN  ANHEUSER-BUSCH  Inc. 
rocked  St.  Louis  in  late  October  with 
the  news  that  the  St.  Louis  Cardinals 
and  a  chunk  of  downtown  that  in¬ 
cludes  Busch  Stadium  were  for  sale, 
the  editorial  staff  of  the  St.  Louis  Post' 
Dispatch  quickly  went  to  work  on  one 
of  the  top  local  stories  of  the  year. 

Only  those  in  the  executive  suite  at 
Pulitzer  Publishing  Co.  knew  that 
when  the  sale  was  completed,  the  com¬ 
pany  and  its  flagship  newspaper,  the 
Post'Dispatch,  might  become  part  of 
the  story. 

That  possibility  became  a  reality 
when  a  conditional  agreement  be¬ 
tween  Anheuser-Busch  and  a  new 
ownership  group  was  announced  at  a 
hastily  called  press  conference  on  Dec. 
22.  As  the  new  owners  were  intro¬ 
duced,  Post'Dispatch  staffers  in  the 
newsroom  watching  a  live  broadcast  of 
the  event  were  stunned  to  hear  a  famil¬ 
iar  name  among  the  list  of  local  in¬ 
vestors  —  Pulitzer  Publishing,  in  the 
guise  of  Pulitzer  Sports  II,  a  new,  whol¬ 
ly  owned  subsidiary. 

“My  first  response?  It  was  a  big  sur¬ 
prise,”  recalled  executive  sports  editor 
Phil  Gaitens.  “We  were  watching  the 
announcement  on  television  when 
they  introduced  Pulitzer  as  one  of  the 
minority  partners.” 

Editor  William  F.  Woo,  who  was  on 
vacation  when  the  announcement  was 
made,  was  the  only  person  in  the 
newsroom  with  advance  knowledge  of 
the  investment.  Woo  took  part  in  the 
discussions,  as  an  adviser  to  the  board. 

Kramer  is  a  freelance  uniter. 
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Managing  editor  Foster  Davis  said 
he  knew  early  on  that  Pulitzer  Publish¬ 
ing  was  willing  to  invest,  but  he  did 
not  realize  a  deal  had  been  made. 

“My  own  reaction  is,  I  am  very  glad, 
because  the  Cardinals  are  an  anchor  in 
this  community  and  so  is  the  Post-Dis¬ 
patch,”  Davis  said  soon  after  the  an¬ 
nouncement. 


As  for  coverage,  said  Davis, 
“Frankly,  we  haven’t  been  sports  own¬ 
ers  before.  I’ll  probably  call  some  peo¬ 
ple  at  the  Chicago  Tribune  and  ask 
them  that  question.” 

Tribune  Co.  purchased  the  Chicago 
Cubs  in  1981. 

“We’re  not  going  to  start  pitching 
softballs,  and  we’ll  continue  to  spell 
their  name  right,”  Davis  added. 

Post'Dispatch  publisher  Nicholas  G. 
Penniman  IV  said  questions  about  the 
impact  on  the  editorial  side  of  the 
Post'Dispatch  were  discussed  before 
the  commitment  was  made. 

“Clearly,  the  news  and  business  in¬ 
terests  of  the  paper  have  been  separate 
for  years  and  will  remain  separate,”  he 
said.  “Our  coverage  of  the  Cardinals 
over  the  years  has,  by  and  large,  been 
very  fair. 

“This  is  very  much  Michael 
Pulitzer’s  idea.  He’s  very  much  the  im¬ 
petus  behind  our  involvement  with  the 
team.  He  thought  the  Cardinals  should 


stay  in  St.  Louis,  and  he  wanted  to 
make  a  statement  to  that  effect.” 

Pulitzer,  the  chairman  of  Pulitzer 
Publishing,  was  not  available  for  inter¬ 
views.  But  in  a  press  release,  he  called 
the  company  a  “good  corporate  citizen” 
of  St.  Louis  and  spoke  of  the  need  to 
serve  the  “loyal  readers”  of  the  sports 
pages. 


“We  believe  our  experience  with 
newspaper  and  broadcast  sports  cover¬ 
age  will  help  the  new  ownership  pro¬ 
mote  the  team  and  ensure  its  contin¬ 
ued  success,”  Pulitzer  said. 

The  Post'Dispatch  immediately  be¬ 
gan  a  house  ad  campaign  with  the  slo¬ 
gan,  “Proud  to  be  part  of  the  home 
team.” 

The  Cardinals  are  not  Pulitzer  Pub¬ 
lishing’s  first  foray  into  sports. 

Last  June,  the  company  formed 
Pulitzer  Sports  I  to  purchase  an  inter¬ 
est  in  the  Arizona  Diamondbacks,  one 
of  two  major  league  baseball  expansion 
teams  scheduled  to  start  playing  in 
1990.  The  move  was  part  civic  gesture, 
part  pure  business,  as  Pulitzer-owned 
radio  station  KTAR  scooped  up  exclu¬ 
sive  rights  for  the  new  team. 

Phoenix  Newspapers  Inc.,  publisher 
of  the  Arizona  Gazette,  Phoenix  Re' 
public  and  Arizona  Business  Gazette, 

(See  Post'Dispatch  on  page  75) 
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‘‘Clearly,  the  news  and  business  interests 
of  the  paper  have  been  separate  for  years 
and  will  remain  separate,”  Penniman  said. 


1995  DAILY 
NEWSPAPER  SALES 


ARKANSAS 

Fayetteville  Northwest  Arkansas  Times 
morning  13,500 
Thomson  Newspapers 
to 

American  Publishing  Co. 

(now  called  Hollinger  International) 

CALIFORNIA 

Barstow  Desert  Dispatch 
Evening  8,000 
Thomson  Newspapers 
to 

Freedom  Communications 
Broker:  DIRKS  represented  Thomson 

Contra  Costa  Times 
morning  93,300 
Antioch  Ledger  Dispatch 
evening  21,800 
Pleasanton  Valley  Times 
morning  37,500 

Richmond  West  County  Times 
morning  32,500 
Lesher  Communications  Inc. 
to 

Knight 'Ridder  Inc. 

Terms:  $360  million 
Sale  included  several  weeklies 
and  commercial  printer 

Madera  Tribune 
evening  8,000 
Merced  SunStar 
evening  19,400 

Sale  includes  one  twice-weekly: 

Los  Banos  Enterprise 
3,000 

plus  eight  weeklies: 

Atwater  Signal 

12,000 

Chowchilla  News 
3,000 

Dos  Palos  Star 
3,4000 

Gustine  Standard 

4,300 

Livingston  Chronicle 

8,100 

Newman  News 
North  Fork  Journal 
Also,  three  total  market  coverage 
publications: 

Pink  Sheet 

Sierra  Home  Advertiser 


Star  Watch 

Descendants  of  Dean  and  Kathryn 
Lesher 
to 

USMedia  Group  Inc. 

Broker:  DIRKS  represented  seller 

Times  Advocate  Co.: 
Escondido  Times  Advocate 
morning  40,000 
Temecula  Californian 
morning  12,000 
Sale  included  one  weekly: 
Fallbrook  Enterprise 

7.600 

Tribune  Co. 
to 

South  Coast  Newspapers  Inc. 
(subsidiary  of  Howard  Publications) 

Watsonville  Register-Pajaronian 
evening  11,000 
E.W.  Scripps  Co. 
to 

News  Media  Corp. 

CONNECTICUT 

Milford  Citizen 
evening  6,500 

Sale  included  26  Connecticut  free  and 
paid  non-dailies: 

East  Haven  Advertiser 

4.100 

Avon  News 

1,900 

Banford  Review 

5.700 

Bloomfield  Journal 

1.900 

Clinton  Recorder 

3.900 
Dolphin 

10,800 

Farmington  News 

2,000 

Foothills  Trader 

55.700 

Hamden  Chronicle 
8,500 

Milford  Reporter 

7.100 

Newington  Town  Crier 

3.600 

Orange/Woodbride/Bethany  Bulletin 


5.800 

Pictorial  Gazette 

8.800 

New  Haven/Wallingford  Post 

4.300 

Regional  Standard 
8,400 

Regional  Blanket 

9.200 

Rocky  Hill  Post 

1,800 

Simbury  News 

3.100 

Shore  Line  Times 

9.600 

The  Standard-Times 

6.600 

Stratford  Bard 

6.100 

Tradewinds 

48,000 

West  Hartford  News 

9.700 

West  Haven  News 

7.700 

Wethersfield  Post 

4.200 

Windsor  Journal 
4,500 

Plus  four  Rhode  Island  non-dailies: 
Chariho  Times 

2.700 

Narragansett  Times 

11,200 

The  Pendulum 

3.300 

The  Standard-Times 

6,600 

Plus  four  real  estate  publications  and 
Imprint  Printing,  a  commercial 
printing  company: 

Capital  Cities/ABC 
to 

Journal  Register  Company 
Broker:  DIRKS  represented  Capital 
Cities/ABC 

FLORIDA 

Leesburg  Daily  Commercial 
morning  31,700 
New  York  Times  Co. 
to 

Gannett  Co. 

GEORGIA 

Carrollton  Times-Georgian 
morning  10,800 
Douglas  County  Sentinel 
morning  9,300 

Sale  includes  one  Tennessee  daily: 
Sevierville  Mountain  Press 
morning  9,900 
Plus  five  Georgia  weeklies: 
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The  Ada  Evening  News 

Flying  mud  injures  three  at  local  race  track 


The  Daniels  Family 
of  Raleigh,  North  Carolina 

has  agreed  to  sell 

The  News  and  Observer 
Publishing  Company 

(Dflily  Circuintion  155,000,  Sunday  Circulation  200,000) 
to 

McClatchy  Newspapers 

IVe  nre  proud  to  have  represented 
the  Daniels  Family  in  this  transaction. 

Dirks,  Van  Essen  &  Associates 

123  East  Marry  St  -  Suite  207,  Santa  Fe.  NM  87501 

(505)  820-2700 


Thomson  Newspapers 
has  agreed  to  sell  15  daily  newspapers 
with  circulation  totaling  151,900  to 
American  Publishing  Company 
The  news|)apcrs  and  their  daily  circulation  are: 

Olvun  INV)  Timrs  Ik-ruld  2I,UU0  l*url>muulli  lOIII  Tinti'ii 

<:»wvgi>  tNYI  I'ulluaium 'I'imek  11.000  Sikenlun  (MO)  Sliuidard  Ocraocrat 
Ifvrkimvr  (NY)  Evening  Telegram  6.900  Mexico  (MO)  ledger 
New  Albany  (IN)  Tribune  11,800  Mantliall  (TX)  Newtt-Meitaenger 

Ada  (OK)  Evening  New*  10,200  Dig  Spring  (TX)  Herald 

1  eavenwurih  (KS)  Timea  8,600  Del  Rio  (TX)  Newa-lleruld 

Richmond  (KY)  Kegialer  9.000  lluntaville  ('FX)  Item 

(’orbin  (KY)  Timea-Tribune  7,000 

U'e  are  proud  to  have  represented 
Thomson  Newspapers  in  this  transaction. 

Dirks,  Van  Essen  &  Associates 

123  East  Marry  St.  -  Suite  207.  Santa  Ke.  NM  87501 

(505)  820-2700 


Dirks,  Van  Essen  &  Associates 

123  East  Marry  St.  -  Suite  207,  Santa  Fe.  NM  87501 

(505)  820-2700 


In  1995  we  were  proud  to  have  represented 
the  sellers  in  15  separate  transactions 
involving  the  sale  of  31  daily  newspapers 
and  55  non-daily  publications. 


Lee  E,  Dirks 


Owen  Van  Essen 


Loren  Ghiglione 

hits  .sold 

Southbridge  (MA)  News 

(Daily  Circulation 
and  11  weekly  publications 
(15,800  paid  circulation  and  72,000  free  distribution) 
to 

Stonebridge  Press,  Inc. 

a  newly  formed  company  owned  by  Jolin  Coots  and  David  Cutler 
Wo  nro  ptmul  to  have  rcptvsi'nUNi  Loren  Ohifflionc  in  this  transaction. 

Dirks,  Van  Essen  &  Associates 

123  Easl  Marev  St.  -  Suite  207,  Santa  Fc,  NM  87501 

(505)  820-2700 


The  deaeeadmats  of  Dean  and  Katbrjm  Leaber  have  sold 

The  Merced  (CA)  Sun-Star 

(Daily  Circulation  21,000) 

The  Madera  Tribune 

(Daily  Circulation  8,000) 

To  USMedia  Group,  Inc. 

We  are  proud  to  have  represented  the  descendants  of 
Dean  and  Kathryn  Lesher  In  this  transaction. 

Dirks,  Van  Essen  &  Associates 

123  East  Marcy  St.  -  Suite  207.  Santa  Fe.  NM  8750 1 

(505)  820-2700 


Bowdon  Bulletin 
2,900 

Bremen  Gateway  Beacon 
Villa  Rican 
2,500 

Tallapoosa  Journal 
Tri-County  News 

ILLINOIS 

Jacksonville  Journal-Courier 
morning  15,300 
Thomson  Newspapers 
to 

Freedom  Communications 
Broker;  DIRKS  represented  Thomson 

Sterling/Rock  Falls  Daily  Gazette 
evening  15,000 
Thomson  Newspapers 
to 

Shaw  Newspapers 

Broker:  DIRKS  represented  Thomson 

INDIANA 

New  Albany  Tribune 
evening  11,800 
Thomson  Newspapers 
to 

American  Publishing  Co. 

(now  Hollinger  International) 
Broker:  DIRKS  represented  Thomson 

KANSAS 

Leavenworth  Times 
evening  8,600 
Thomson  Newspapers 
to 

American  Publishing  Co. 

(now  Hollinger  International) 
Broker:  DIRKS  represented  Thomson 

Olathe  Daily  News 
morning  8,700 
Harris  Enterprises 
to 

Keltatim  Publishing  Co. 

(Tim  O’Donnell,  president) 

KENTUCKY 

Corbin  Times-Tribune 
evening  7,600 
Richmond  Register 
evening  9,000 
Thomson  Newspapers 
to 

American  Publishing  Co. 

(now  Hollinger  International) 
Broker:  DIRKS  represented  Thomson 

Madisonville  Messenger 
evening  10,700 
New  York  Times  Co. 
to 


Paxton  Media  Group 

Owensboro  Messenger-Inquirer 
morning  33,000 
Owensboro  Publishing  Co. 
to 

A.H.  Belo  Corp. 

MASSACHUSETTS 

Pittsfield  (Mass.)  Berkshire  Eagle 
morning  32,000 
Middletown  (Conn.)  Press 
morning  13,900 
Bennington  (Vt.)  Banner 
morning  7,700 
Brattleboro  (Vt.)  Reformer 
morning  11,220 
Plus,  one  Vermont  weekly: 
Manchester  Journal 
3,000 

Eagle  Publishing  Co. 
to 

New  England  Newspapers  Inc. 
(affiliate  of  MediaNews  Group  Inc., 
William  Dean  Singleton) 

Broker:  AdMedia  Corporate  Advisors 
initiated  transaction,  assisted  in 
negotiations  and  acted  as  financial 
advisor  to  Eagle  Publishing 

Worcester  County  Newspapers: 
Southbridge  News 
evening  5,500 
Plus  four  weeklies: 

Auburn  News 
2,560 

Blackstone  Valley  Tribune 
4,400 

Spencer  New  Leader 
3,600 

Webster  Times 
7,500 

Loren  Ghiglione 
to 

Stonebridge  Press  Inc. 

(John  Coots  and  David  Cutler) 
Broker:  DIRKS  represented  Loren 
Ghiglione 

MINNESOTA 

Worthington  Daily  Globe 
evening  13,400 
Thomson  Newspapers 
to 

Forum  Communications  Co. 
(publisher  of  Fargo,  N.D.,  Forum) 
Broker;  DIRKS  represented  Thomson 
Newspapers 

MISSISSIPPI 

Corinth  Daily  Corinthian 
evening  8,500 
New  York  Times  Co. 


to 

Paxton  Media  Group 

MISSOURI 

Fulton  Sun 
morning  4,700 
Stauffer  Media 
to 

The  Capital  News,  Post  Tribune  of 
Jefferson  City 

Broker:  DIRKS  represented  Stauffer 
Media 

Mexico  Ledger 
evening  9,100 

Sikeston  Standard  Democrat 
evening  10,200 
Thomson  Newspapers 
to 

American  Publishing  Co. 

(now  Hollinger  International) 
Broker:  DIRKS  represented  Thomson 

NEBRASKA 

Nebraska  City  News-Press 
evening  2,700 
American  Publishing  Co. 

(now  Hollinger  International) 
to 

Midwest  Newspapers  Inc. 
(Michael  Gartner,  Gary  Gerlach, 
David  Belin) 

NEW  JERSEY 

Woodbridge  News-Tribune 
morning  54,000 
Bergen  Record  Corp. 
to 

New  Jersey  Press  Inc. 
(publisher  of  Asbury  Park  Press) 

NEW  YORK 

Herkimer  Evening  Telegram 
evening  6,900 
Olean  Times  Herald 
evening  21,000 
Oswego  Palladium-Times 
evening  11,000 
Thomson  Newspapers 
to 

American  Publishing  Co. 

(now  Hollinger  International) 
Broker:  DIRKS  represented  Thomson 

Journal  of  Commerce 
morning  21,000 
Knight 'Ridder  Inc. 
to 

Economist  Group 

(Publisher  of  the  Economist  magazine 
in  Britain) 

Terms:  $115  million 
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Capital  Cities/ABC 

has  sold 

Mariner  Newspapers 
The  pennysaver  Group 

of  Marshfield  and  Sandwich,  MA 
(15  weekly  newspapers  with  total  circulation  of  42,000  and 
a  pennysaver  group  with  210.000  distribution) 
to 

Community  Newspaper  Company 
of  Boston,  MA 
We  are  proud  to  have  represented 
Capital  Cities/ABC  in  this  transaction. 

Dirks,  Van  Essen  &  Associates 

123  East  Marcy  St.  -  Suite  207.  Santa  Fe.  NM  87501 

(505)  820-2700 


Thomson  Newspapers 

ha.s  agreed  to  sell 

STERLING-ROCK  FALLS  nuDAILY  GAZETTE 

(15.000  Daily  Circulation) 
to 

Shaw  Newspapers 

of  Dixon,  IL 

We  are  proud  to  have  represented 
Thomson  Newspapers  in  this  transaction. 

Dirks,  Van  Essen  &  Associates 

123  East  Marcy  St.  -  Suite  207,  Santa  Fc.  NM  87501 

(505)  820-2700 


Thomson  Newspapers 

has  agreed  to  sell 

Jacksonville(iL)  JOURNAL -COURIER 

(15.300  Cacuiation) 

EDALIA(MO)  riEMOCRAT 


(13.500  Circulation) 

Barstow(CA)  Desert  Dispatch 

(7.700  Circulation) 
to 

Freedom  Communications 
We  are  proud  to  have  represented 
Thomson  Newspapers  in  this  transaction. 

Dirks,  Van  Essen  &  Associates 

123  East  Marcy  St.  -  Suite  207.  Santa  Fe.  NM  67501 

(505)  820-2700 


Capital  Cities/ABC 

has  sold 

Milford  (CT)  Citizen 
Guilford  Publishing  -  Guilford,  CT 
Imprint  News  -  West  Hartford,  CT 
Foothills  Trader  -  Collinsville,  CT 
Wilson  Publishing  -  Wakefield,  RI 

(Daily  cuculation  of  6,500,  weekiy  circulation  of  348,000,  biweekly  and 
monthly  real-estate  publication  with  distribution  of  80,000) 

Journal  Register  Company 

We  are  proud  to  have  represented 
Capital  Cities/ABC  in  this  transaction. 

Dirks,  Van  Essen  &  Associates 

123  East  Marcv  St.  -  Suite  207.  Santa  Fe.  NM  87501 

(505)  820-2700 


Thomson  Newspapers 

has  agreed  to  sell 


WORTHINGTON  (MN)  Daily  Gi©be 


(13.400  Daily  Circulation) 


MITCHELL  (SD)  Daily  Republic 

(12.300  Dailv  Circulation) 

SitkinsJonw^resiS 


(7.900  Daily  Circulation) 

to 

Fargo  (ND)  Forum 
We  are  proud  to  have  represented 
Thomson  Newspapers  in  this  transaction. 

Dirks,  Van  Essen  &  Associates 

123  East  Marcy  St.  -  Suite  207.  Santa  Fe.  NM  87501 

(505)  820-2700 


Thomson  Newspapers 
has  agreed  to  sell 

Kerrville  (TX)  Daily  "TIA/IES 

(10,200  Daily  Circulation) 

to 

Southern  Newspapers,  Inc. 

We  are  proud  to  have  represented 
Thomson  Newspapers  in  this  transaction. 

Dirks,  Van  Essen  &  Associates 

123  East  Marcy  St.  -  Suite  207.  Santa  Fe.  NM  87501 

(505)  820-2700 


Sale  includes  several  trade 
publications,  directories  and  an 
electronic  information  system  for  the 
shipping  industry 

Rochester  Free  Press 
morning  5,000 
Dan  Bonis 
to 

Community  Publications 
(Andrew  T.  O’Byrne,  president) 

NORTH  CAROLINA 

Greenville  Daily  Reflector 
Morning  18,800 
Plus  9  non-daily  newspapers: 
Beaufort'Hvde  News 

4.500 

Bertie  Ledger-Advance 
3,900 

Chowan  Herald 

4.300 

Duplin  Times 

11,200 

The  Enterprise 

5.300 

Farmville  Enterprise 
2,800 

Standard  Laconic 

3.600 

The  Times  Leader 

2.500 

The  Weekly  Herald 
2,400 

Whichard  family 
to 

Cox  Enterprises 
Broker:  DIRKS  represented  the 
Whichard  family 

Raleigh  News  &  Observer 
morning  155,000 
Plus  4  weeklies 
Cary  News 
10,100 

Chapel  Hill  News 
23,000 

Mount  Olive  Tribune 

4.300 

Smithfield  Herald 
Zebulon  Record 

3.300 

Wendell/Knightdale  Gold  Leaf  Farmer 

2.600 

Daniels  family 
to 

McClatchy  Newspapers 
Terms:  $250  million  in  cash,  plus 
assumption  of  $123  million  in  debt 
Broker:  DIRKS  represented  the  Daniels 
family 


NORTH  DAKOTA 

Dickinson  Press 
morning  7,900 
Thomson  Newspapers 
to 

Forum  Communications  Co. 
(publisher  of  Fargo,  N.D.,  Forum) 
Broker:  DIRKS  represented  Thomson 
Newspapers 

OHIO 

Bucyrus  Telegraph-Forum 
evening  7,100 
Freedom  Communications 
to 

Thomson  Newspapers 
Broker:  DIRKS  represented  Thomson 
Newspapers 

Portsmouth  Daily  Times 
evening  17,000 
Thomson  Newspapers 
to 

American  Publishing  Co. 

(now  Hollinger  International) 
Broker:  DIRKS  represented  Thomson 

OKLAHOMA 

Ada  Evening  News 
evening  10,200 
Thomson  Newspapers 
to 

American  Publishing  Co. 

(now  Hollinger  International) 
Broker:  DIRKS  represented  Thomson 

Oklahoma  City  Journal  Record 
business  and  legal  daily  3,600 
Dan  Hogan  III 
to 

Dolan  Media  Co. 

PENNSYLVANIA 

Shenandoah  Evening  Herald 
evening  9,400 

Goodson  Newspaper  Group  Inc. 
to 

J.H.  Zerbey  Newspapers 
Broker:  DIRKS  represented  Goodson 
Newspeprs 

BERKY  represented  J.H.  Zerbey 
Newspapers 

SOUTH  DAKOTA 

Mitchell  Daily  Republic 
morning  12,300 
Thomson  Newspapers 
to 

Forum  Communications  Co. 
(publisher  of  Fargo,  N.D.,  Eorum) 
Broker:  DIRKS  represented  Thomson 
Newspapers 


TENNESSEE 

Dyersburg  State  Gazette 
evening  8,400 
New  York  Times  Co. 
to 

Paxton  Media  Group  Inc. 

TEXAS 

Big  Spring  Herald 
evening  7,500 
Del  Rio  News-Herald 
evening  6,300 
Huntsville  Item 
evening  6,200 
Kerrville  Daily  Times 
evening  10,200 
Marshall  News  Messenger 
evening  9,500 
Thomson  Newspapers 
to 

American  Publishing  Co. 

(now  Hollinger  International) 
Broker:  DIRKS  represented  Thomson 

VIRGINIA 

Pulaski  Southwest  Times 
evening  6,000 
Plus  two  non-dailies: 

Pulaski  Plus 

6,300 

The  Swap  and  Shop 

1,200 

Pulaski  Publishing  L.L.C. 
to 

Southwest  Publishing  L.L.C.,  an 
associate  of  Newspaper  Service  Co. 
Inc.  and 

Fackelman  Newspapers,  Tarpon 
Springs,  Fla. 

Broker:  WILLIAMS  represented 
Pulaski  Publishing 


Asian  publishers 
form  association 

ASIAN  NEWSPAPER  PUBLISHERS 
Expo  (ANPE),  held  in  Singapore  Dec. 
4-7,  was  the  site  of  a  proposed  formal  es¬ 
tablishment  of  an  association  of  news¬ 
paper  publishing  interests  in  Asia. 

The  nascent  federation  was  organ¬ 
ized  by  a  Founding  Board  of  Executive 
Directors  comprising  leaders  of  Asian 
newspaper  groups  and  selected  other  in¬ 
dividuals  with  publishing  and  media  in¬ 
terests  in  Asia. 

ANPE  said  the  new  group  expects  to 
hold  annual  meetings  in  conjunction 
with  the  1997  Expo  in  India  and  1998 
Expo  in  China. 


56 


Editor6?Publisher  •  January  6,  1996 


Thomson  Newspapers 

has  agreed  to  acquire 

Bucyrus  (OH)Telegraph-Forum 

(7.100  Daily  Circulationl 

THE  DOTHAN  (AL)  PROGRESS 

(33.000  Weekly  Disinbuiiun) 
from 

Freedom  Communications 
We  are  proud  to  have  represented 
Thomson  Newspapers  in  tius  tranisaction. 

Dirks,  Van  Essen  &  Associates 

123  East  Marcy  St.  -  Suite  207.  Santa  Pe,  NM  87501 

(505)  820-2700 


Pacific  Media  Group 

has  sold 

The  Issaquah(wa)  Press 

(8.4(K)  Weekly  Circulation) 

to 

The  Seattle  Times 
We  are  proud  to  have  represented 
PaciCic  Media  Group  in  this  transaction. 

Dirks,  Van  Essen  &  Associates 

123  East  Marc\'  St.  -  Suite  207.  Santa  Fe.  NM  87501 

(505)  820-2700 


Shopper  Enterprises,  Inc. 

has  sold 

the  Freeborn  County  Shopper, 
Freeborn  County  Register, 

Mower  County  Shopper, 

Mower  County  Register, 
of  Albert  Lea  and  Austin  with 
a  total  distribution  of  48,000 
and 

Central  Graphics,  of  Blue  Earth,  Minnesota 

to 

Southern  Minnesota  Shoppers,  Inc. 

Albert  Lea.  Minnesota 
We  are  proud  to  have  represented 
Shopper  Enterprises.  Inc.  in  thi.s  transaction. 

Dirks,  Van  Essen  &  Associates 

123  East  Marrv  St  -  Suite  207.  Santa  Fe.  NM  87501 

(505)  820-2700 


The  Whichard  Family 

has  a^eed  to  sell 

The  Greenville  (NC)  Daily  Reflector 

(Daily  Circulation  18.800) 

and  nine  weekly  newspapers  in  eastern  North  Carolina 
(26.0(X>  paid  circulation.  14,700  free  distrilnition) 
to 

Cox  Enterprises 

We  are  proud  to  have  represented  the  Whichard  Family 
in  this  transaction 

Dirks,  Van  Essen  &  Associates 

123  East  Marcy  St.  -  Suite  207.  Santa  Fe.  NM  87501 

(505)  820-2700 


Goodson  Newspaper  Group 

has  sold 

SHENANDOAH  (PA)  Eupntng  Mpralii 

(9,400  Daily  Circulation) 

to 

J.H.  Zerbey  Newspapers 

of  Pottsville,  Pennsylvania 
We  are  proud  to  have  represented 
Goodson  Newspapers  in  this  transaction. 

Dirks,  Van  Essen  &  Associates 

123  East  Marc>’  St  -  Suite  207.  Santa  Fe.  NM  87501 

(505)  820-2700 


Stauffer  Media 


Sun 


The  Fulton  (MO) 

(4,700  Daily  Circulatioo) 


The  Capital  News,  Post-Tribune 

of  Jefferson  City,  MO 
We  are  proud  to  have  represented 
Stauffer  Media  in  this  transaction. 

Dirks,  Van  Essen  &  Associates 

123  East  Marcy  St.  -  Suite  207.  Santa  Fe.  NM  87501 

(505)  820-2700 


1995  NONDAILY 
NEWSPAPER  SALES 


ALABAMA 

Dothan  Progress 
3,000 

Freedom  Newspapers 
to 

Thomson  Newspapers 
Broker:  DIRKS  represented  Thomson 

Heflin  Cleburne  News 
2,259 

Total  of  Cleburne  County 
5,500  free  distribution 
Cleburne  News  and  Printing  Inc. 
(Henry  Jackson,  president) 
to 

Consolidated  Publishing  Co. 
(Phillip  A.  Sanguinetti,  president) 
Broker:  HALL  represented  seller 

ALASKA 

Alaska  Journal  of  Commerce 
5,100 

AJCH  Inc. 
to 

Morris  Communications  Corp. 
Broker:  GAUGER  represented  seller 

Soldotna  Dispatch  News 
Paul  Gray 
to 

Morris  Communications  Corp. 

ARKANSAS 

Booneville  Tri-County  Trader 
Mansfield  Citizen 
Waldron  Scott  County  Advertiser 
Shandar  Inc. 

(Darlene  Boyd,  president) 
to 

Waldron  Newspapers, 
a  holding  of  Lancaster  Management 
Inc., 

Gasden,  Ala. 

(Charles  W.  Lancaster,  president) 
Broker:  HALL  represented  seller 

CALIFORNIA 

Casey  Newspaper  Group: 
Gonzales  Tribune 
800 

Greenfield  News 
King  City  Rustler 
3,200 

Soledad  News 


1.400 
Vista 

Casey  Newspapers  Inc. 

(Harry  Casey,  chairman) 
to 

News  Media  Corp. 

(John  C.  Tompkins,  president) 
Broker:  HODELL 

Healdsburg  Tribune 

4.400 

Windsor  Times 
1,500 

Lesher  Communications  Inc. 
to 

Beverly  C.  Reeves 
Broker:  HODELL 

Sebastopol  Times  &  News 

4,300 

Guerneville  Russian  River  News 

2,000 

Lesher  Communications  Inc. 
to 

Sonoma  West  Publishing  Inc. 
(Rollie  Atkinson,  Sarah  Bradbury 
Jeffrey  C.  Mays  and  Sandra  M.  Mays) 

COLORADO 

Snowmass  Sun 

4,200 

H&R  Publications  Inc. 

(Abby  Rand  and  Bob  Hollingsworth) 
to 

Kurt  and  Jackie  Lewis 
Broker:  RICKENBACHER 

FLORIDA 

Florida  Mariner 

20,000 

Ken  Kephart  and  Tom  Kahler 
to 

ADD  Inc.,  division  of  Journal 
Communications 
of  Milwaukee 

Broker:  BOLITHO  represented  seller 

Jewish  Journal 
Worrell  Enterprises 
to 

Bruce  Warshal  and  Scott  Paterson 
and  Riverside  Co. 

Pasco  County  Laker 
Republic  Newspapers  Inc. 


to 

Beacon  Publishing  Inc. 

Broker:  Lincoln  A.  Mayo, 
Beckerman  Associates,  Madeira  Beach, 
Fla. 

GEORGIA 

Covington  Shopper 
Tina  Lunsford  and  Debbie  and  Curtis 
Carter 
to 

Morris  Newspapers  Inc. 

Broker:  BOLITHO 

Twiggs  County  New  Era 
1,700 

Boone  family 
to 

Trib  Publications 
(Robert  Tribble,  president) 

ILLINOIS 

Amboy  News 

2,200 

David  and  Debra  Volz 
to 

John  and  Mary  Koski 
Broker:  VAN  DER  LINDEN 

INDIANA 

Greenwood  Gazette 
14,000 

Kelly  Publications  Inc. 
to 

Topic  Newspapers  Inc., 
subsidiary  of  Central  Newspapers  Inc. 

of  Indianapolis 

Knox  County  News 
Transcontinental  Media  Inc. 
to 

Central  Newspapers  Inc.  of 

Indianapolis 

IOWA 

Dunlap  Reporter 

1,300 

Doris  Bingham  and  Agnes  Morris 
to 

Charles  and  Dianne  Walker 
Broker:  VAN  DER  LINDEN 

Lime  Springs  Herald 
900 

Alfred  and  Eileen  Evans 
to 

Barrry  and  Sara  Casebolt 
Broker:  VAN  DER  LINDEN 

Staceyville  Monitor  Review 

1,300 

James  and  Gail  Morris 
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to 

Adams  Publishing  Co. 

(Kim  and  Bob  Adams) 

Broker:  VAN  DER  LINDEN 

KANSAS 

Pleasanton  Linn  County  News 
3,000 

Linn  County  Publishing  Co. 
to 

Jack  and  Kathy  Krier 
(owners,  Carrollton  (Mo.)  Daily 
Democrat) 

Broker:  BOLITHO 

Yates  Center  News 

2,000 

David  and  Connie  Powls 
to 

Randall  and  Rozanne  Braden 
Broker:  VAN  DER  LINDEN 

KENTUCKY 

Hickman  County  Gazette 

2,200 

Mary  jo  Duke 
to 

Lewis  Publishing  Co. 

(Larry  Lewis  and  Mary  Jo  Butts) 

MAINE 

York  County  Coast  Star 
New  York  Times  Co. 
to 

Journal  Transcript  Newspapers 
(Neil  Collins,  Mary  L.  McGrew, 
Stephen 

Quigley  and  Andrew  Quigley  Jr.) 
Broker:  FRENCH -represented  buyer 
Rothschild  Inc.  of  New  York 
represented  seller 

MASSACHUSETTS 

Mariner  Newspapers  and  Pennysaver 
Group: 

Abington  Rockland  Mariner 

2,100 

Braintree  Forum 
3,600 

Canton  Journal 

2.700 

Cohasset  Mariner 

1.700 

Hanover  Mariner 
Hingham  Mariner 
4,000 

Holbrook  Sun 
1,800 

Kingston  Mariner 
3,000 

Mariner  Pennysavers 
51,400 


Marshfield  Mariner 
4,000 

Norwell  Mariner 

2,100 

Pembroke  Mariner 
1,300 

Pennysaver  Publishing  of  Cape  Cod 
164,000  free  distribution 

Randolph  Mariner 

1,200 

Scituate  Mariner 

3,700 

Stoughton  Journal 
1,600 

Weymouth  News 
4,100 

Capital  Cities/ ABC 
to 

Community  Newspaper  Co.,  Boston 

Broker:  DIRKS 

Mass  High  Tech 
to 

CityMedia  Inc.,  Minneapolis 

Nantcket  Beacon 

6,000 

Edward  R.  Leach 
to 

Ottaway  Newspapers  Inc. 
(division  of  Dow  Jones  &.  Co.) 

MINNESOTA 

Freeborn  County  Register  &  Shopper 
24,000 

Mower  County  Register  &  Shopper 
24,000 


Shopper  Enterprises  Inc. 
to 

Southern  Minnesota  Shoppers  Inc. 

Broker:  DIRKS 

LeRoy  Independent 

1,200 

Alfred  and  Eileen  Evans 
to 

Barry  and  Sara  Casebolt 
Broker:  VAN  DER  LINDEN 

Westbrook  Sentinel-Tribune 
Ralph  and  Gladys  Merchant 
to 

New  Century  Press 
Broker:  VAN  DER  LINDEN 

MISSISSIPPI 

Booneville  Banner-Independent 
5,400 

New  York  Times  Co. 
to 

Paxton  Media  Group 

MISSOURI 

Appleton  City  Journal 
1,800 

Humansville  Star  Leader 

1,700 

Osceola  Buyers  Guide 
Osceola  St.  Clair  County'  Courier 

2,200 

Linn  County  Publishing  Co. 
to 

Jack  and  Kathy  Krier 


Newspaper 
Brokerage 
For  Over 
Seventy 
Years 


John  T.  Cribb 


BOLITHO-CRIBB 
&  Associates 


Newspaper*  Brokerage  *  Appraisal 
Established  1923 

John  T.  Cribb 

1  Annette  Park  Drive,Bozeman,  MT  59715  406-586-6621 

i  on  the  Internet:  http://www.iintJiet/~jcribbA>cieporthtml 

Quality  of  lifo  is  why  we  choose  to  live  in  a  small  Montana  town.  We  serve  all  parts  of  the  country. 


Editor6?Publisher  •  January  6,  1996 


59 


(owners,  Carrollton  (Mo.)  Daily 
Democrat) 

Broker:  BOLITHO 

Doniphan  Prospect  News 

5,400 

Dorothy  and  Chester  Ponder 
to 

Rust  Communications  Inc. 
Broker:  BOLITHO 

NEBRASKA 

Red  Cloud  Chief 

2,100 

Robert  and  Amy  Hanson 
to 

Douglas  and  Charlene  Hoschouer 
Broker:  VAN  DER  LINDEN 

NEW  HAMPSHIRE 

Franklin-Tilton  Telegram 
1,660 

Franklin-Tilton  Telegram  Inc. 
(Thomas  K.  Link,  Thomas  Natske  and 
John  P.H.  Chandler  Jr.) 
to 

Cutler  Communications 
(David  Cutler) 

Broker:  FRENCH  represented  the 
buyer 

OKLAHOMA 

Ada  Silver  Dollar  Shopper 
Tom  Bolitho 
to 

American  Publishing  Co. 

(now  Hollinger  International) 
Broker:  BOLITHO 

Stillwell  Democrat-Journal 

6,000 

Estate  of  Sam  O.  Love 
to 

Indian  Nations  Communications 

SOUTH  CAROLINA 

Hartsville  Messenger 

6,200 

Hartsville  Publishing  Co. 
to 

Osteen  Publishing  Co. 

Broker:  BRIGGS  represented  seller 

TEXAS 

Alvarado  Post 
Loree  Lewis  and  Paul  Daniel 
to 

Alvarado  Newspapers  Inc. 
(Roland  Welch,  president) 
Broker:  Bill  Berger, 
Associated  Texas  Newspapers  Inc. 


Burnet  Bulletin 

3.500 

Marble  Falls  Highlander 

6,100 

Republic  Newspapers  Inc. 
to 

Dixie  Newspapers,  Marble  Falls,  Texas 

Clay  County  Leader 
3,150 

Bill  Glassford,  Jo  Ann  Glassford  and 
Brenda  Simmons 
to 

Philip  and  Lesa  Major 
Broker:  RICKENBACHER  represented 
the  sellers 

WASHINGTON 

Cashmere  Valley  Record 

1.500 

Leavenworth  Echo 

2,400 

Jim  and  Amy  Davis 
to 

Prairie  Media  Inc. 

(Jeff  and  Liz  Gauger) 

Broker:  GAUGER 

Issaquah  Press  and  Shopper 

19.500 

Pacific  Media  Group 
to 


Seattle  Times  Co. 
Broker:  DIRKS 

Sedro  Woolley  Courier-Times 

2.500 

Skagit  River  Times 

2,500  free  distribution 
Edward  B.  Wise 
to 

Vernon  L.  and  Barbara  Barr 
Broker:  GAUGER 

Vashon  Beachcomber 

4,400 

Jay  and  Joan  Becker 
to 

Sound  Publishing  Inc. 
Broker:  GAUGER 

WISCONSIN 

Colfax  Messenger 

1.500 

Lyle  and  Inez  Christianson 
to 

Ellis  Bloomfield 
Broker:  VAN  DER  LINDEN 

Enterprise  Newspapers 
178,000  free  distribution 
J.J.  Blonien  and  Associates 
to 

This  Week  Publications 


BROKERS  AND 
CONSULTANTS 


C.  Berky  &  Associates  Inc. 
[BERKY] 

Chuck  Berky 

123  NW  13th  St.  Room  214 
Boca  Raton,  Fla.  33432 
Phone:  407/368-43522 
Fax:  407/391-2178 

Bolitho-Cribb  &.  Associates 
[BOLITHO] 

John  T.  Cribb 
1  Annette  Park  Drive 
Bozeman,  Mont.  59715 
Phone:  406/586-6621 
Fax:  406/586-6774 

Richard  Briggs  &.  Associates 
[BRIGGS] 

PO  Box  579 
Landrum,  S.C.  29356 


Phone:  803/457-3846 
Fax:  803/457-3847 

Dirks,  Van  Essen  &  Associates 
[DIRKS] 

Lee  Dirks,  Owen  Van  Essen 
123  E.  Marcy  St.,  Suite  207 
Santa  Fe,  N.M.  87501 
Phone:  505/820-2700 
Fax:  505/820-2900 

L.  Barry  French 
[FRENCH] 

Ashlawn  Road 
Assonet,  Mass.  02702 
Phone:  508/644-5772 

Gauger  Media  Service  Inc. 
[GAUGER] 

David  E.  Gauger 
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PO  Box  627 
Raymond,  Wash.  98577 
Phone:  206/942-3560 
Fax:  206/942-5587 

Jim  Hall  Media  Services 
[HALL] 

James  W.HallJr. 

410  Elm  St. 

Troy,  Ala.  36081 
Phone:  334/566-7198 
Fax:  334/566-0170 

Mel  Hodell,  Media  Broker  Inc. 
[HODELL] 

5196  Benito  St.,  Suite  1 
Montclair,  Calif.  91763 
Phone:  909/626-6440 
Fax:  909/626-8852 

MediaAmerica  Brokers 
[WILLIAMS] 

Lon  Williams 
Lenox  Towers,  Suite  1000 
3390  Peachtree  Rd.  NE 
Atlanta,  Ga.  30326 
Phone:  404/364-6554 
Fax:  404/233-2318 


Northwest  Publisher  Inc. 
[VAN  DER  LINDEN] 
John  E.  van  der  Linden 
PO  Box  275 
Spirit  Lake,  Iowa  5D60 
Phone:  712/336-2805 
Fax:  712/336-4235 

Rickenbacher  Media  Co. 
[RICKENBACHER] 

Ted  Rickenbacher 
3828  Mockingbird  Lane 
Dallas,  Texas  75205 
Phone:  214/520-7025 
Fax:  214/520-6951 


Listing  compiled  by  Mark  Fitzgerald 
Research  assistant:  Lucille  Williams 


Commitment  to 
press  freedom 

IN  HIS  END-of-the-year  message,  the 
president  of  the  Inter  American  Press 
Association  called  for  a  stronger  com¬ 
mitment  to  press  freedom  and  singled 


out  a  project  to  investigate  unpunished 
crimes  against  journalists  as  an  example 
of  IAEA’s  efforts. 

“The  commitment  to  a  truly  free 
press  still  eludes  many  of  this  hemi¬ 
sphere’s  citizens,”  said  David  Lawrence, 
publisher  of  the  Miami  Herald. 

Lawrence  noted  that,  in  the  past 
year,  12  journalists  lost  their  lives,  and 
many  more  were  kept  from  doing  their 
jobs  because  of  legal  and  military  obsta¬ 
cles. 


Murdoch  injured 

NEWS  CORP.  CHAIRMAN  Rupert 
Murdoch  underwent  surgery  last  month 
in  Australia  after  tearing  away  part  of  a 
finger  in  a  sailing  accident,  Reuters  re¬ 
ported.  The  65-year-old  media  magnate 
was  rushed  to  the  operating  room  after 
catching  his  right  index  finger  between 
the  main  sheet  and  boom  of  Sayonara, 
the  yacht  on  which  he  was  racing. 

The  owner  of  the  vessel,  Larry  Elli¬ 
son,  head  of  the  U.S.  computer  compa¬ 
ny  Oracle,  said  he  expected  Murdoch  to 
get  right  back  into  the  race. 


INVESTMENT  BANKERS  TO  THE 

Publishing,  Communications,  Media, 
Broadcasting,  interactive  digital  Media 
AND  Information  Industries 

\^ronis,  Suhler  &  Associates,  Inc.,  exclusively  serves  the  media 
and  communications  industry  providing  media  company  owners 
investment  banking  services  including:  mergers,  acquisitions, 
divestitures,  recapitalizations,  financing  and  valuations.  Since  its 
founding  in  1981,VS&A  has  completed  over  300  transactions  totahng 
in  excess  of  $18  Billion. 

Kevin  M.  Lavalla,  VS&A’s  Managing  Director  for  Newspaper 
Pubhshing,  has  over  10  years  experience  in  providing  financial 
advisory  services,  including  mergers  and  acquisitions,  to  daily 
and  weekly  newspapers,  shoppers,  local  business,  legal  and  specialty 
pubUcations. 


Veronis,  Suhler  &  Associates  Inc. 


350  Park  Avenue,  New  York,  New  York  10022 
E-Mail:  lavalIak@vsacomm.com  •  Phone:  (212)  935-4990  •  Fax:  (212)  935-O877 


Kevin  M.  Lavalla 
Managing  Director, 
Newspaper  Publishing 
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Technology 
progress  ’95 

Press  systems  advanced  as  web  widths 
receded;  ads  arrived  in  bits,  not  pieces; 
mailrooms  swelled  while  zones  shrank;  newsprint 
prices  soared  as  old  newspapers  lost  value 


by  Jim  Rosenberg 

PERHAPS  NOT  SINCE  the  advent  of 
on-screen  typesetting  and  double-wide 
offset  printing  have  technology  and 
business  issues  coincided  as  obviously 
as  in  1995. 

In  this  respect,  although  news¬ 
papers’  online  endeavors  took  up  much 
of  the  spotlight  last  year,  issues  with 
potentially  the  most  immediate  effects 
on  money  spent  and  money  earned 
were  those  related  to  printing  the  pa¬ 
per  and  filling  it  with  ads. 

Newsprint  prices  that  began  eating 
into  budgets  soon  after,  and  faster 
than,  the  newspaper  industry  climbed 
out  of  a  deep  and  prolonged  recession 


are  surpassing  their  end-of-the-eighties 
peak,  in  inflation-adjusted  dollars.  At 
mid-year,  the  Newspaper  Association 
of  America  responded  by  assembling  a 
task  force  to  examine  the  implications 
of  cutting  paper  consumption  by  print¬ 
ing  narrower  pages  on  narrower 
newsprint  rolls. 

Within  three  months  the  task  force 
issued  its  findings.  Reacting  even 
faster,  some  newspapers  already  had 
shrunk  their  pages  and  modified  their 
equipment  to  handle  50-inch  webs  and 
12‘/2-inch  pages. 

Digital  delivery  was  fast  becoming  a 
preferred  way  to  move  ads  to  news¬ 
papers,  and  transmission  methods  mul¬ 
tiplied  as  the  technology  moved  be- 
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yond  bitmaps  faxed  by  satellite  and 
ASCII  liners  phoned  in  by  slow 
modems.  Ads  of  any  sort  could  be  sent 
by  any  number  of  systems,  over  various 
types  of  connections  and  in  various 
formats. 

NAA  working  groups  wrapped  up 
efforts  to  help  publishers  make  some 
sense  of  it  all  by  compiling  preferred 
practices  for  creating  and  moving  ads, 
promoting  a  single,  portable  format 
and  publishing  an  abbreviated  version 
of  the  industry’s  own  electronic  data 
interchange  standard  for  transacting 
business. 

It  wasn’t  long  before  digital  delivery 
services  also  were  started  for  transmis¬ 
sion  of  paginated  comics  pages. 


In  two  other  areas,  technology  may 
serve  the  bottom  line.  Choices  of  digi¬ 
tal  cameras  multiplied,  and  some  news¬ 
papers  began  converting  from  film  to 
CCD  cameras.  For  page-film  output, 
more  media  were  developed  that  re¬ 
quire  no  silver  and  chemical  process¬ 
ing.  Computer-to-plate  options  mush¬ 
roomed,  though  the  newspaper  market 
remained  hesitant. 

Canada  was  clearly  in  the  forefront 
in  two  areas,  with  a  pair  of  dailies 
choosing  to  convert  entirely  to  filmless 
cameras  and  a  half  dozen  now  printing 
on  50-inch  webs.  In  Vancouver,  B.C., 
Pacific  Press  uses  digital  cameras  at 
both  its  dailies  and  is  printing  its 
broadsheet  on  50-inch  rolls,  cutting 


out  almost  all  film  and  darkroom  costs 
and  reducing  newsprint  expenditures 
by  8%  or  more. 

Vancouver  made  further  news  when 
it  announced  that  it  will  unload  its  old 
letterpress  and  relatively  new  flexo  and 
consolidate  printing  at  one  new  plant 
that  will  house  18  in-line  offset  color 
towers.  Canada  also  claimed  North 
America’s  second  order  for  keyless  col¬ 
or  offset  —  at  the  Windsor  Star  —  fol¬ 
lowed  by  two  U.S.  major  metros’ 
choice  of  keyless  offset  presses. 

Even  some  of  the  year’s  legal  wran¬ 
gling  among  equipment  suppliers  had  a 
Canadian  venue,  when  Rockwell 
Graphic  Systems  sued  an  Ontario  press 
maker. 

Of  greater  potential  impact,  Rock¬ 
well  —  sparked  by  Mitsubishi’s  huge 
keyless  offset  press  sale  to  the  Washing¬ 
ton  Post  —  petitioned  the  government 
to  impose  antidumping  duties  on  its 
four  principal  foreign  competitors’  dou¬ 
ble-width  press  sales  in  the  U.S.  mar¬ 
ket.  The  U.S.  International  Trade 
Commission  made  a  preliminary  find¬ 
ing  for  Rockwell  and  turned  the  matter 
over  to  the  Commerce  Department. 

Across  the  Atlantic,  two  press  mak¬ 
ers  began  selling  and  installing  shaft¬ 
less  offset  presses  with  directly  driven 
components. 

As  worldwide  demand  for  newsprint 
kept  climbing,  research  resumed  on  al¬ 
ternative  pulp  fibers,  plans  were  re¬ 
vived  and  supply  contracts  inked  for 
kenaf  newsprint  production  in  the 
United  States  and  trials  began  in  Aus¬ 
tralia  for  planting  hemp  for  newsprint. 

Mailrooms’  size  and  importance  kept 
growing,  inserting  was  speedier  and 
zoning  became  finer. 

As  in  past  years,  the  industry  saw 
consolidation  among  its  prepress  sys¬ 
tems  vendors.  But  1995  witnessed  the 
same  phenomenon  among  suppliers  of 
mailroom  equipment,  newsprint  and 
even  offset  plates. 

Prepress 

The  year  began  with  big  layoffs  at  the 
two  biggest  front-end  systems  vendors. 
System  Integrators  Inc.  and  Atex  Pub¬ 
lishing  Systems  Corp.  In  Sacramento, 
SI  I  had  just  emerged,  reorganized  into 
five  business  units,  after  Chapter  11 
bankruptcy.  Despite  continuing  sales,  it 
expected  a  net  loss  for  the  year.  And  in 
March  came  word  that  one  of  its  earli¬ 
est  and  biggest  customers,  the  Los  An- 
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It  wasn^t  long  before  digital  delivery  services 
also  were  started  for  transmission  of 
paginated  comics  pages. 


geles  Times,  would  swap  out  1,600  SII 
Coyote  terminals  for  PCs  and  Macin¬ 
toshes  running  CE  Engineering  Inc. 
software  that  emulates  Coyote  func¬ 
tionality.  SII  sued  CE,  alleging  illegal 
use  of  proprietary  technology. 

Across  the  country  in  suburban 
Boston,  Atex  was  in  due  diligence  ex¬ 
amination  by  a  prospective  buyer.  Be¬ 
fore  the  year  ended,  however,  things 
were  looking  up  for  the  two  long-time 
competitors. 

SII  had  a  new  second-in-command, 
former  Amdahl  executive  Erika 
Williams.  Its  biggest-ever  contract  — 
development  of  an  advertising  system 
for  Germany’s  large  WAZ  newspaper 
group  —  may  more  than  oFset  the  ex¬ 
pected  loss.  The  company  also  contin¬ 
ued  its  gradual  systems  transformation 
and  development  of  products  for  new 
electronic  media. 

Control  of  Atex  was  transferred  in 
stages  from  the  European  investor 
group  led  by  Danny  Chapchal,  which 
bought  it  from  Kodak,  to  Norwegian 
software  developer  Sysdeco  Group  AS. 

Later  in  the  year,  Sysdeco  acquired 
Dewar  Information  Systems  Corp.,  and 
plans  to  relocate  its  corporate  head¬ 
quarters  to  the  United  States,  where  it 
seeks  listing  on  the  Nasdaq  stock  mar¬ 
ket.  Sysdeco  has  since  trimmed  plans 
for  new  Atex  products  but  continued  to 
support  installed  systems.  The  further- 
developed  Enterprise,  which  originated 
with  Finland’s  Sypress  Oy,  also  acquired 
by  Sysdeco,  became  Atex-Sysdeco’s 
principal  ad  system,  while  DewarView 
became  its  lead  newsroom  system. 

Atex  already  had  become  an  autho¬ 
rized  DewarView  integrator,  and  Sysde¬ 
co  said  that  while  Atex  products  would 
continue  to  compete  with  DewarView, 
Sysdeco  would  not  allow  its  ownership 
to  damage  the  prospects  for  other  De¬ 
warView  integrators.  At  least  one  large 
DewarView  integrator,  however,  has 
since  added  Quark  Publishing  System 
to  its  integration  offerings. 

Traditionally  serving  the  needs  of 
small-  to  mid-sized  papers,  Ann  Arbor- 
based  CText  Inc.  began  the  year  with 
its  six-year-old  Dateline  project  ready  to 
go  live  in  the  Chicago  Tribune’s  news¬ 
room  and  bureaus.  Chicago’s  new  front 
end  uses  Tandem  servers  and  more 
than  450  OS/2-based  workstations. 
(The  system  is  also  available  with  a 
Sybase  database  running  on  other  serv¬ 
er  hardware.) 

Working  for  the  Tribune  during  the 
Dateline  project,  IBM  subsidiary  Inte¬ 
grated  Systems  Solutions  Corp.  also 


served  as  integrator  for  CText’s  next 
major-metro  project:  classified  advertis¬ 
ing  for  the  Los  Angeles  Times.  An  en¬ 
hanced  version  of  CText’s  ALPS  pagi¬ 
nation  was  installed  to  function  with 
the  paper’s  existing  order-entry  system 
while  CText  and  ISSC  began  imple¬ 
menting  CText’s  AdVision  classified  or¬ 
der-entry  system. 

The  year  was  also  notable  for  U.S. 
jobs  by  four  European  vendors,  three  of 
them  supplying  their  own  pagination 
software.  Among  the  most  ambitious 
projects  involves  Denmark’s  CCI  Eu¬ 
rope,  which  will  supply  pagination  for 
three,  and  eventually  four,  big  Tribune 
Co.  dailies.  Relying  on  a  single  distrib- 


Alden  Edwards,  the  former  Systems  In¬ 
tegrators  Inc.  chief  executive  who  was 
promoted  to  president  at  Information 
International  Inc.  last  spring,  is  expect- 
ed  to  lead  the  merged  company. 


uted  database,  the  scheme  is  designed 
to  enhance  production  capabilities  for 
local  zoning  and  to  provide  opportuni¬ 
ties  for  information  sharing  and  elec¬ 
tronic  publishing. 

Tribune’s  selection  of  the  NewsDesk 
system  followed  its  use  of  CCI  ad  sys¬ 
tems  in  Chicago  and  Fort  Lauderdale. 
Tribune  Co.’s  plans  were  announced 
soon  after  Phoenix  Newspapers  Inc. 
chose  CCI  for  a  second-generation 
pagination  system  for  its  two  dailies. 

A  second  Danish  developer,  the  Eu¬ 
romax  division  of  Dansk  Data  Elec- 
tronik,  installed  a  full  editorial-adver¬ 
tising-pagination  system  at  Journal  and 
Express  Newspapers,  publisher  of  five 
dailies  and  a  group  of  weeklies  in  sub¬ 


urban  Washington,  D.C.  It  was  DDE’s 
first  U.S.  installation. 

Long  known  in  the  United  States 
for  its  color  imaging,  Linotype-Hell 
Co.  had  its  first  U.S.  LinoPress  instal¬ 
lations  in  1994,  in  newsrooms  at  two 
Dix  Communications  dailies.  By  last 
year,  the  25,000-  and  50,000-circula¬ 
tion  Ohio  papers  were  outputting  full 
pages  in  all  sections  and  interfacing 
LinoPress  to  their  business  systems. 

In  spring,  another  German  vendor, 
Integrierte  Systeme  Grafische  Indus¬ 
trie,  received  its  first  letter  of  intent 
from  a  U.S.  paper  when  the  New  York 
Daily  News  was  shopping  for  an  adver¬ 
tising  system  —  everything  from  order 
entry  to  creation,  composition,  pagina¬ 
tion  and  management. 

By  fall,  ISGI  garnered  its  first  firm 
U.S.  sale  when  the  Reading  Eagle  Co. 
in  Pennsylvania  purchased  a  new  ad 
system  for  its  two  dailies. 

ISGI  was  a  Siemens  Nixdorf  sub¬ 
sidiary,  created  with  the  merger  sever¬ 
al  years  ago  of  Linotype  and  Hell.  For¬ 
mer  Atex  part  owner  and  chief  execu¬ 
tive  Danny  Chapchal  was  ISGI’s  U.S. 
agent.  Late  last  year,  it  was  reported 
that  the  U.K. -based  IPA  Group  (in¬ 
cluding  Monotype,  Berthold,  QED,  GB 
Techniques,  Freedom  System  Integra¬ 
tors,  Scangraphic)  acquired  ISGI,  with 
Chapchal  as  chief  executive  of  the 
group’s  merged  editorial  and  advertis¬ 
ing  system  developers.  In  December, 
however,  Chapchal  reportedly  left  IPA. 

Other  departures  announced  late  in 
the  year  include  Arie  Rosenfeld,  Scitex 
Corp.  CEO,  and  Robert  Caspe, 
founder  and  president  of  Scitex  sub¬ 
sidiary  Leaf  Systems.  A  veteran  Scitex 
executive  who  succeeded  company 
founder  Efi  Arazi,  Rosenfeld  was  re¬ 
placed  by  executive  vice  president  Yoav 
Chelouche.  Responsible  for  the  devel¬ 
opment  of  the  Leafax  portable  scan¬ 
ner-transmitter,  Leafscan  film  scan¬ 
ners,  AP-Leaf  picture  desk  and  a  digi¬ 
tal  camera,  Caspe’s  company  was 
acquired  several  years  ago  by  Scitex. 

Gianni  Smaniotto,  founder  and 
president  of  the  Hyphen  Group,  died 
Dec.  8.  An  editorial  front-end  system 
supplier  based  in  Bologna,  Italy,  Hy¬ 
phen  expanded  worldwide  after  Sman¬ 
iotto  backed  a  group  of  U.K.-based  de¬ 
velopers  who  created  fast  PostScript 
processing  and  PostScript  software 
RIPs  for  multiple  platforms. 

That  enterprise  collapsed  in  summer 
when  the  principal  businesses  were  liq¬ 
uidated  and  the  products  were  market¬ 
ed  by  other  vendors.  Hyphen’s  demise 
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left  only  two  major  PostScript  RIP  de¬ 
velopers  to  supply  vendors  of  output 
systems. 

Smaniotto  then  joined  Montreal- 
based  Escher-Grad  Technologies  as 
managing  director  of  Escher-Grad 
Technologies  Europe  Ltd.,  where  he 
was  responsible  for  sales  of  imageset¬ 
ters,  platesetters,  and  the  RipServer 
and  TrueProofer  in  Europe,  Africa  and 
the  Middle  East.  Escher-Grad  is 
among  the  very  few  suppliers  of  com- 
puter-to-plate  (CTP)  imaging  systems 
with  newspaper  customers. 

For  newspapers,  CTP  efficiency  de¬ 
pends  upon  implementation  of  full 
pagination  and  such  issues  as  plates 
and  laser  imagers.  And 
the  industry’s  ability  to 
exploit  stochastic 
screening  may  well 
have  to  await  its  adop¬ 
tion  of  computer-to- 
plate  imaging. 

Nevertheless,  the 
number  of  suppliers  of 
platesetting  systems 
has  grown  consider¬ 
ably  —  as  have  the 
number  and  type  of 
systems  they  sell.  Pre¬ 
press  Solutions, 

ECRM,  HighWater 
Designs,  DuPont- 
Crosfield  and  others 
promoted  new  plate- 
setters  for  offset  print¬ 
ers. 

NAPP  Systems  Inc., 
supplier  of  photopoly¬ 
mer  plates,  spent  the 
year  working  to  bring 
computer-to-plate 
imaging  to  flexo-print- 
ed  newspapers  (commercial  flexo 
printers  already  have  CTP  technolo¬ 
gy).  In  cooperation  with  one  of  parent 
company  Lee  Enterprises’  dailies, 
NAPP  is  developing  an  ultraviolet  di¬ 
rect-write  imager  for  water-washable 
plates. 

Among  the  suppliers  most  familiar 
to  newspapers  is  Autologic  Inc.,  which 
has  a  handful  of  direct-to-plate  systems 
in  Europe  and  the  United  States.  At 
Nexpo,  Autologic  and  a  major  com¬ 
petitor  in  the  newspaper  market.  Infor¬ 
mation  International  Inc.,  announced 
their  agreement  to  merge. 

With  the  union  expected  to  wrap  up 
last  month,  the  new  company  would 
become  the  biggest  supplier  of  newspa¬ 


per  output  systems,  including  RIPs, 
recorders,  multiplexers,  OPI  servers, 
management  software  and  page  trans¬ 
mission  gear.  Redundant  products  will 
be  winnowed.  Through  its  Xitron  sub¬ 
sidiary,  the  company  also  will  cover 
much  of  the  lower  end  of  the  market. 
Triple-I  divested  itself  of  its  front-end 
business  when  it  sold  the  TECS/2  sys¬ 
tems  to  Publishing  Partners  Interna¬ 
tional. 

Alden  Edwards,  the  former  SII  chief 
executive  who  was  promoted  to  presi¬ 
dent  at  triple-I  last  spring,  is  expected 
to  lead  the  merged  company,  with  Au¬ 
tologic  president  Dennis  Dolittle  as 
chief  operating  officer. 


As  1995  wound  down,  the  industry 
saw  another  major  merger  coming  to 
completion,  this  one  where  page  out¬ 
put  meets  platemaking.  Bayer  Group’s 
Agfa  division  was  set  to  pay  a  half-bil¬ 
lion  dollars  for  the  printing  products 
business  of  Hoechst  AG,  supplier  of 
offset  plates  and  proofing  materials. 

The  acquisition  will  strengthen  Agfa 
as  a  supplier  of  imagesetters,  films,  pro¬ 
cessing  chemicals,  proofing  products, 
platesetters  and  plates,  which  were 
made  for  Agfa  by  Hoechst.  (The  sale 
by  Hoechst  is  part  of  a  concentration 
on  its  core  pharmaceuticals  business. 
In  summer,  Hoechst  and  Bayer  merged 
their  textile  dye  businesses,  Hoechst 
sold  off  its  cosmetics  business,  and 


Dow  Chemical,  giving  up  drugs,  sold  to 
Hoechst  its  controlling  interest  in 
Marion  Merrell  Dow. ) 

Options  for  silver-free  imaging  with¬ 
out  chemical  processing  also  expanded 
in  1995.  As  the  year  began,  USA  To¬ 
day  planned  to  move  trials  of  an  im¬ 
proved  version  of  selenium-based, 
heat-sensitive  Xerox  Verde  film  to  beta 
tests  in  production  at  selected  Gannett 
print  sites. 

By  fall,  a  pair  of  joint  ventures  un¬ 
veiled  other  chemical-free  systems.  Po¬ 
laroid  Graphics  Imaging  brought  out 
its  carbon-based  Dry  Tech  film  for  use 
in  Linotype-Hell’s  new  DrySetter,  in 
which  the  laser  creates  an  image  on 
one  layer  of  the  film 
by  changing  its  adhe¬ 
sion  to  another  layer, 
and  Eastman  Kodak 
introduced  direct  im¬ 
agesetting  film  that  is 
imaged  by  laser  dye 
removal  in  Screen 
(USA)’s  new  TE- 
R1070  recorder. 

Though  slow  to  by¬ 
pass  film  for  page  out¬ 
put,  the  newspaper  in¬ 
dustry  continued  buy¬ 
ing  digital  cameras. 
Southam’s  Pacific 
Press,  publisher  of 
Vancouver’s  two 
dailies,  converted  en¬ 
tirely  to  filmless  news 
photography,  and  at 
least  one  other 
changeover  is  in  the 
offing. 

Also,  cameras  from 
other  manufacturers 
arrived,  creating  the 
first  competition  for  Kodak’s  models, 
based  on  Nikon  bodies  and  optics. 
They  include  the  News  Camera  2000, 
developed  in  conjunction  with,  and 
sold  by,  the  Associated  Press  and  used 
in  Vancouver. 

Nikon  and  Fuji  joined  to  develop 
two  digital  cameras  that  each  market¬ 
ed  separately  under  its  own  designa¬ 
tions.  At  the  same  time,  Kodak  teamed 
with  Canon  for  a  second  line  of  digital 
cameras,  including  two  Canon  EOS 
DCS  models,  one  marketed  primarily 
for  photojournalists.  The  EOS  DCS3c 
version  joined  the  NC2000  and  other 
digital  photography  products  offered  by 
the  AP  to  members. 

On  the  business  side,  the  number  of 


South  of  the  Canadian  border,  two  MediaNews  Qroup  papers,  including 
the  North  Jersey  Herald  &  News,  converted  to  50-fnch  toebs  in  October, 
and  more  than  a  dozen  others  in  the  chain  are  expected  to  follow  suit. 
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services  and  systems  for  digitally  deliv¬ 
ering  advertising  grew,  while  an  NAA 
task  force  worked  to  make  some  sense 
of  the  production  and  quality  issues, 
the  different  delivery  vehicles  and  for¬ 
mats,  and  the  need  to  incorporate 
transactional  data. 

In  the  meantime,  use  of  so  many  sys¬ 
tems  —  for  testing  and  to  accommo¬ 
date  advertisers  —  leaves  it  to  news¬ 
papers  themselves  to  figure  out  how  to 
handle  ads  from  different  sources,  how 
to  flow  them  all  into  production  sys¬ 
tems,  and  how  to  communicate  with 
business  systems. 


rower  pages  and  would  require  press  al¬ 
terations,  but  the  savings  can  be  tanta¬ 
lizing. 

The  NAA  took  up  the  issue  shortly 
after  Nexpo,  and  by  fall  had  issued  a  de¬ 
tailed  report  on  the  mechanical  and 
business  implications  of  reducing 
newsprint  web-widths  to  50  inches, 
from  between  54  and  55  inches. 

Some  newspapers  couldn’t  wait.  Five 
Canadian  dailies  followed  the  example 
of  the  Toronto  Star,  which,  for  reasons 
peculiar  to  its  market  (and  the  fact  that 
it  was  installing  a  new  press  anyway), 
started  running  50- inch  webs  two  years 
ago. 

South  of  the  Canadian  border,  two 
MediaNews  Group  papers  converted  to 
50-inch  webs  in  October,  and  more 


slight  and  only  sometimes  apparent.  Re¬ 
ducing  type  is  mostly  a  problem  when 
the  type  is  already  small.  The  size  of 
agate  may  be  made  higher  (but  not 
wider)  or  left  unchanged,  requiring 
some  extra  depth  for  copy.  Whether 
achieved  optically  or  digitally,  the  ad¬ 
vantage  of  anamorphic  reduction  is 
that  it  leaves  ad  and  page  preparation 
virtually  unchanged. 

Whatever  methods  are  chosen  to 
produce  narrower  pages,  in  order  to 
preserve  both  the  value  of  newspapers 
and  the  savings  on  newsprint,  publish¬ 
ers  must  try  to  preserve  the  news  hole 
while  at  the  same  time  resisting  the 
temptation  to  increase  page  counts. 

While  advertisers  and  newspapers 
may  retain  SAUs  in  preparing  ads  for 


Outsourcing 

Business  concerns  affected  produc¬ 
tion  in  the  form  of  outsourcing  of  pre¬ 
press  operations.  A  year  after  Volt  In¬ 
formation  Sciences’  directory  division 
started  making  up  ads  for  the  Los  An¬ 
geles  Daily  News,  Volt  reported  that  a 
half-dozen  more  papers  would  soon 
sign  up  for  the  service,  including  a 
large  regional  daily  in  March. 

Volt  staffers  at  the  Daily  News’ 
Woodland  Hills  headquarters  scan  lay¬ 
outs,  copysheets  and  art  work  and 
transmit  the  material  to  Volt,  which 
prepares  the  ads  and  returns  them  the 
next  morning.  Volt  says  it  wants  news¬ 
papers  to  assume  scanning  and  trans¬ 
mission  of  the  raw  materials  of  ad 
makeup. 

Last  June,  the  Houston  Chronicle 
turned  over  all  its  electronic  color  pre¬ 
press  work  to  Phoenix-based  American 
Color.  The  move  came  two  months  af¬ 
ter  the  colorful,  competing  Houston 
Post  shut  down  and  sold  its  offset 
presses  to  the  Chronicle. 

A  division  of  the  high-volume  com¬ 
mercial  printer  Sullivan  Communica¬ 
tions,  headquartered  in  suburban 
Nashville,  American  Color  hired 
Chronicle  staffers,  who  work  in  the 
newspaper  building  alongside  Ameri¬ 
can  Color  personnel  to  separate  all 
color  advertising  plus  the  editorial  col¬ 
or  created  by  the  editorial  department. 
American  Color  also  took  responsibili¬ 
ty  for  color  prepress  systems. 

American  Color  can  handle  periods 
of  high  volume  at  the  paper  by  sharing 
work,  electronically,  with  its  opera¬ 
tions  in  three  other  states. 


Business  concerns  affected  production  in  the  form 
of  outsourcing  of  prepress  operations. 


than  a  dozen  others  in  the  chain  are  ex¬ 
pected  to  follow  suit. 

Beyond  sometimes  steep  conversion 
costs  and  concerns  about  interrupting 
production  on  small,  single-folder  press¬ 
es,  publishers  face  three  marketing  is¬ 
sues:  the  look  and  legibility  of  a  broad¬ 
sheet  page  12'/2-inches  wide,  the  fate  of 
the  Standard  Advertising  Unit  and  the 
effect  on  news  hole. 

For  all  the  jokes  about  printing  neck¬ 
tie  newspapers  on  rolls  of  toilet  paper, 
an  attractive  look  is  achievable, 
whether  by  anamorphically  reducing 
the  width  of  pages  made  up  at  the  old 
size  (possibly  with  a  cut-off  change  to 
produce  a  shorter  page),  changing  the 
number  and  width  of  columns  to  fit  the 
smaller  size,  or  redesigning  entirely  with 
the  new  size  in  mind. 

Anamorphic  distortion  of  images  is 


narrower  pages,  readers  will  not  see  the 
ads  in  standardized  dimensions.  For  pa¬ 
pers  remade  from  scratch  to  be  compat¬ 
ible  with  IZ'/i-inch  widths,  ads  will  have 
to  be  prepared  to  correspond  with  new 
page  grids. 

To  preserve  SAUs,  adopted  only  11 
years  ago,  the  industry  may  have  to  add 
a  junior  version  —  if  a  sufficient  num¬ 
ber  of  newspapers  convert. 

Text,  news  graphics,  photos  and  ads 
are  not  the  only  components  affected 
by  the  need  to  fit  a  smaller  space. 
Though  only  slightly  narrower,  a  IZ'/z- 
inch  page  would  further  the  shrinkage 
of  comics  that  took  place  in  the  early 
1980s. 

In  addition  to  the  papers  mentioned. 
Times  Community  Newspapers’  16 
weeklies  will  go  to  IZ’/z-inch  pages  next 
year,  followed  about  a  year  later  by  the 
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Press  and  Post-press 
Squeezed  by  escalating  newsprint 
prices  over  the  past  two  years,  many 
publishers  considered  buying  narrower 
paper  rolls.  The  change  would  force 
them  to  squeeze  news  and  ads  into  nar- 
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Mailroom  expansion  and  modernization  included  Indianapolis  Newspapers’  construction  of  a  remote  production  site,  where 
mailroom  operations  have  begun  and  printing  is  to  follow  at  an  undetermined  date. 


Washington  Post,  which  amended  its  i 
huge  new  press  order  to  accommodate 
narrower  rolls. 

The  Post  was  the  focus  of  the  biggest 
of  Rockwell  Graphic  Systems’  legal 
challenges  to  competing  press  manufac¬ 
turers.  Even  though  the  paper  said  it 
would  have  preferred  to  buy  from  Rock¬ 
well,  it  ordered  Mitsubishi  keyless  color 
offset  tower  presses  —  for  many  mil¬ 
lions  of  dollars  less  than  Rockwell  had 
quoted  —  prompting  the  U.S.  press 
maker  to  ask  the  government  to  levy 
antidumping  duties  on  Japanese  manu¬ 
facturers  Mitsubishi  and  TKS  and  on 
German  press  makers  MAN  Roland 
and  Koenig  &  Bauer-Albert. 

Rockwell,  which  supplied  most  of  the 
Post’s  existing  presses,  said  it  worked 
with  the  paper  for  years  on  engineering 
aspects  of  its  new  presses  —  only  to 
lose  the  deal  to  Mitsubishi  within 
months  of  completing  the  specifica¬ 
tions. 

The  foreign  manufacturers  denied 
that  they  sell  at  below-market  prices 
and  argued  that  Rockwell  has  not  been 
materially  harmed  or  threatened.  Since 
they  have  such  a  small  share  of  the  U.S. 
market,  they  do  not  directly  compete 
with  Rockwell  for  full-press  sales,  they 
said. 

In  August,  after  a  six-member  panel 
of  the  International  Trade  Commission 
unanimously  found  “reasonable  indica¬ 
tion”  of  actual  or  threatened  injury 
from  imported  double-wide  newspaper 
presses,  the  matter  went  to  the  Com¬ 
merce  Department.  Although  the  in¬ 
vestigation  may  last  many  months,  a 
preliminary  determination  was  expect¬ 
ed  as  early  as  last  month. 


If  the  Commerce  Dept,  finds,  and 
the  ITC  confirms,  that  importers  sold 
presses  at  below-fair-market  prices,  du¬ 
ties  can  be  imposed  to  prevent  presses 
from  being  dumped  on  the  U.S.  market 
—  where,  excluding  production  by 
KBA’s  U.S.  subsidiary,  Rockwell  says  it 
was  responsible  for  the  entire  volume  of 
production  for  the  four  years  through 
last  May. 

For  Rockwell,  the  year  started  with 
its  .suit  against  other  manufacturers  for 
alleged  misappropriation  of  trade  se¬ 
crets  for  building  single-wide  presses. 

After  years  of  battling  DEV  Indus¬ 
tries  into  bankruptcy,  Rockwell  failed  to 
persuade  the  same  judge  to  recognize 
Tensor  Inc.  essentially  a  successor  to 
DEV.  The  judge  refused  to  bar  Tensor 
from  practices  prohibited  by  a  earlier 
injunction  against  DEV. 

Presses  sold  by  Tensor  appeared  to  be 
the  same  DEV  presses  earlier  judged  to 
result  from  misappropriated  Rockwell 
trade  secrets.  The  judge  stated  that 
while  the  facts  seemed  to  show  the  for¬ 
mer  DEV  president,  who  was  not 
named  in  the  original  injunctions, 
sought  to  “circumvent  the  injunction 
and  that  Tensor  has  taken  over  DEV’s 
business,”  Rockwell  failed  to  prove  he 
succeeded. 

Nevertheless,  she  denied  Rockwell’s 
motion.  She  said  the  issue  was  not 
whether  Tensor  was  doing,  “through 
the  back  door,”  what  DEV  had  been 
blocked  from,  but  whether  DEV  was 
“doing  the  prohibited  acts  through 
Tensor.”  Rockwell  has  appealed. 

A  second  suit,  filed  in  Canada 
against  Web  Machinery  Sales  Corp., 
grew  out  of  information  Rockwell  ob¬ 


tained  in  the  course  of  its  actions 
against  DEV  and  Pathfinder  Graphic 
Associates.  Rockwell  contended  that 
Web  Machinery’s  Ventura  press,  which 
it  called  a  Goss  Community  “look- 
alike,”  is  based  on  proprietary  informa¬ 
tion  contained  in  drawings  misappro¬ 
priated  or  copied  by  Pathfinder. 

Denying  any  relationship  with 
Pathfinder,  Web  Machinery  said  the 
Ventura  is  the  product  of  legal  reverse 
engineering  and  its  own  improve¬ 
ments. 

Regardless  of  anything  else,  the 
Washington  Post’s  press  order  was  sig¬ 
nificant  for  the  buyer  and  seller.  It  was 
one  of  several  large,  long-awaited  or 
otherwise  interesting  sales  in  1995. 

After  years  of  printing  at  three  loca¬ 
tions  on  letterpress  equipment  plus 
TKS  and  Goss  offset  presses,  and  after 
experimenting  with  an  early  flexo  con¬ 
version  and  investigating  a  six-wide 
design,  the  Post  will  spend  $250  mil¬ 
lion  to  upgrade  its  Springfield,  Va., 
plant  and  to  build  a  new  plant  in 
Maryland.  Each  plant  will  house  four 
12-web  Mitsubishi  presses. 

The  sale  gives  Mitsubishi  its  fourth 
U.S.  customer,  its  first  keyless  U.S.  or¬ 
der  (and  its  largest  anywhere),  and  its 
first  installation  of  keyless  color  tow¬ 
ers.  Among  other  features,  the  presses 
will  have  two-arm  adjustable  reels  for 
paper  rolls  of  different  widths. 

Keyless  offset  also  was  the  choice  at 
the  Miami  Herald,  which  for  years  had 
run  both  flexo  and  offset.  By  choosing 
offset,  it  was  able  to  retain  its  existing 
Goss  Metroliners,  which  will  be  retro¬ 
fitted  with  the  same  ink  control  system 
to  be  built  on  the  new  Goss  Newslin- 
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ers.  Like  the  Post,  the  Herald  is  em¬ 
barking  on  a  modernization  project.  It 
includes  a  remote  mailroom  operated 
by  Goodwill  Industries,  equipped  by 
GMA,  Ferag  and  others,  and  able  to 
achieve  more  targeted  zoning. 

In  Vancouver,  Southam’s  Pacific 
Press  placed  a  large  order  for  MAN 
Roland  Colorman  tower  presses  to  re¬ 
place  the  letterpress  equipment  that 
printed  the  broadsheet  Vancouver  Sun. 
Original  plans  called  for  MAN  to  up¬ 
grade  its  Flexoman  presses  at  the  com¬ 
peting  tabloid  Province.  By  early  sum¬ 
mer,  however,  Pac  Press  decided  to 
print  both  its  morning  dailies  on  one, 
larger  Colorman  installation  config¬ 
ured  as  four  in-line  presses  in  a  new 
plant  that  will  be  erected  in  Surrey, 
British  Columbia. 

Last  fall,  the  Wall  Street  Journal, 
Rockwell  and  TKS  completed  press  ad¬ 
ditions  and  reconfigurations  that  put 
process  color  on  the  back  pages  of  the 
Journal’s  second  and  third  sections. 
The  changes,  exceptional  for  their 
speed  and  the  quality  of  color  repro¬ 
duction  on  startup,  were  accomplished 
one  press  at  a  time  during  off  hours 
Friday  nights  through  Sunday  morn¬ 
ings,  at  all  18  print  sites. 

While  the  Journal  has  run  some  spot 
color  for  about  two  years,  four-color 
printing  is  a  first  and  is  limited  to  ad¬ 
vertising. 

Another  keyless  offset  site,  the 
Windsor  (Ont.)  Star,  is  Canada’s  first 
and  KBA’s  second  anilox-offset  Colora 
sale  in  North  America. 

It  is  expected  to  be  running  next 
year,  about  two  years  after  an  anilox 
Colora  began  printing  the  South  Bend 
(Ind.)  Tribune. 

Overseas,  KBA  began  installing  the 
first  of  its  single-width  Comet  offset 
presses  with  “electronic  shaft.”  Dis¬ 
pensing  with  a  main  shaft,  the  press 
employs  electronically  synchronized 
AC  servo  motors  to  drive  individual 
printing  units  and  folders.  One  Comet 
was  sold  in  South  Africa  and  three  to 
newspapers  in  Spain. 

Shaftless  design  is  also  behind 
Wifag’s  Gearless  Transmission  Drive 
presses,  a  version  of  which  can  be 
equipped  with  a  “flying  page-changing 
unit”  to  allow  plate  changes  without  a 
press  stop.  With  installations  at  three 
French  papers,  the  Swiss  press  manu¬ 
facturer  made  its  Nexpo  debut  last 
June,  when  it  announced  a  keyless  ver¬ 
sion  of  its  shaftless  press  with  an  ultra- 
shott  inking  system.  The  GTD  presses 
rely  on  AC  drives  from  the  Swiss  firm 


Asea  Brown  Boveri  (ABB). 

Keyless  inking  and  AC  power  are 
part  of  the  package  when  the  country’s 
second  biggest  and  most  colorful  let¬ 
terpress  daily,  the  Chicago  Sun-Times, 
converts  to  offset  this  year  or  next  at  a 
new  plant  on  a  new  site. 

Another  large  letterpress  holdout, 
the  Pittsburgh  Post-Gazette,  an¬ 
nounced  in  January  that  it  intended  to 
buy  seven  five-color  Colormax  flexo 
units  from  KBA-Motter  —  the  major 
part  of  a  $20  million  production  up¬ 
grade  for  the  250,000-circulation  daily. 
The  units’  1/1  black  and  three-color, 
common-impression  printing  will  add 
to  existing  letterpress  color  capacity, 
putting  crisper,  rub-free  color  on  all 
section  fronts. 

Flexo’s  big  year 

Also  contributing  to  flexo’s  gradual 
growth  in  1995:  KBA’s  development  of  a 
single-width  Colormax,  to  go  into  the 
Mason  City,  Iowa,  Globe-Gazette; 
KBA’s  addition  of  a  three-color  unit  to 
the  press  at  Indiana’s  Evansville  Couri¬ 
er  Co.;  six  low-profile,  five-color  MAN 
units  for  the  Akron  Beacon  Journal  to 
reconfigure  as  three  seven-unit  presses; 
man’s  conversion  of  the  Charlotte  Ob¬ 
server’s  part-letterpress  equipment  to 
full-flexo  printing;  KBA’s  full-flexo  in¬ 
stallation  at  the  Raleigh  News  &  Ob¬ 
server,  giving  McClatchy  Newspapers 
flexo  presses  from  three  different  man¬ 
ufacturers;  doubling  the  Louisville 
Courier- Journal’s  flexo  capacity  with 


four  more  Colormax  units;  KBA’s  on¬ 
site  flexo  conversion  of  all  letterpress 
units  at  Pennsylvania’s  longtime  Color- 
max  user,  Reading  Eagle  Co. 

Almost  three  dozen  U.S.  flexo  news¬ 
papers  spent  the  year  compiling  infor¬ 
mation  on  their  materials,  procedures 
and  results  and  running  print-quality 
tests  in  order  to  create  a  baseline  of 
production  practices  and  industry-wide 
reproduction  standards. 

Leadership  changes  at  several  press 
makers  included:  Rockwell  Graphic 
Systems  tapped  United  Technologies 
executive  Robert  M.  Kuhn  to  succeed 
Robert  L.  Swift  as  president;  top  finan¬ 
cial  executive  Reinhart  Siewart  was  pro¬ 
moted  to  the  post  long  held  by  Hans  B. 
Bolza-Schiinemann  at  KBA  (which  ac¬ 
quired  Albert  Frankenthal  in  May);  the 
executive  board  appointed  managing 
director  Helgi  Schmidt-Lierman  as 
CEO  at  MAN  Roland  Inc.’s  North 
American  Web-Press  Division  (which 
relocated  to  a  nearby  Connecticut  plant 
that  once  built  submarines  and  trans¬ 
ferred  its  former  headquarters  to  the 
Mashantucket  Pequot  tribal  nation  in 
exchange  for  a  $2  million  to  upgrade 
man’s  new  site). 

Back  at  Newsday,  Melville,  N.Y.,  af¬ 
ter  three  years  at  the  helm  of  TKS 
(U.S. A.),  James  H.  Norris  returned  as 
senior  vice  president  of  operations.  He 
replaced  his  replacement  —  veteran 
production  executive  and  consultant 
Chuck  Blevins,  who  takes  over  at  Indi¬ 
anapolis  Newspapers  on  an  interim  ba- 
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sis  following  the  retirement  of  Golden 
L.  Paris. 

Another  production  executive  re¬ 
turning  to  daily  newspaper  operations, 
former  Portland  Newspapers  operations 
chief  John  Rodney,  this  month  leaves 
his  post  as  newspaper  services  director 
at  the  Newspaper  Association  of  Amer¬ 
ica  to  become  production  director  at 
the  Press  of  Atlantic  City. 

New  York  Daily  News  senior  man¬ 
agers  ended  the  year  unhappily  when 
Duane  H.  Houy,  pressman,  installation 
expert,  Goss  executive  and  a  founder 
and  president  of  Publishers  Equipment 
Corp.,  died  from  injuries  sustained  in  a 
traffic  accident. 

In  post-press  operations,  newspapers 
kept  spending  on  plants  and  equip¬ 
ment  as  vendors  consolidated.  Mail- 
room  control,  monitoring  and  totaliz¬ 
ing  systems  attracted  keener  interest  at 
papers  trying  to  manage  waste  and  to 
automatezoning  operations. 

Systems  from  GMA  pushed  the 
Memphis  Commercial  Appeal  out  in 
front  of  the  industry  in  mailroom  zon¬ 
ing  control.  The  company  also  made 
news  with  the  installation  of  two  new- 
generation  inserters. 

Ferag’s  Rollpack  finally  got  a  U.S. 
taker.  Not  surprisingly,  the  sale  went  to 
the  New  York  Daily  News,  which  has 
been  buying  new  technology  in  pre¬ 
press  (front  ends,  pagination,  electron¬ 
ic  photo  processing  and  archiving)  for 
its  new  Manhattan  headquarters  and 
in  printing  (the  first  keyless  Goss 
Newsliner)  for  its  new  Jersey  City,  N.J., 
production  plant,  now  nearing  comple¬ 
tion. 

Used  by  several  overseas  sites.  Roll- 
pack  combines  the  functions  of  stack- 
er/bundler,  wrapper/tyer  and  labeler  in 
one  machine  by  rolling,  plastic-wrap- 
ping  and  labeling  newspapers  into  a 
coreless  cylinder  from  which  individual 
copies  are  easily  extracted  from  the 
center. 

Mailroom  expansion  and  modern¬ 
ization  included  Indianapolis  News¬ 
papers’  construction  of  a  remote  pro¬ 
duction  site,  where  mailroom  opera¬ 
tions  have  begun  and  printing  is  to 
follow  at  an  undetermined  date.  A 
news  report,  unconfirmed  by  the 
Chicago  Tribune,  said  the  nation’s  sev¬ 
enth  largest  daily  was  searching  for  a 
suburban  site  for  an  inserting  plant  to 
supplement  its  Freedom  Center  down¬ 
town  production  plant  and  another 
downtown  inserting  facility. 


Three  years  after  Muller  Martini 
bought  GMA,  Sheridan  Systems  (for¬ 
merly  AM  Graphics,  heir  to  the  old 
Harris  product  line)  acquired  much  of 
Idab’s  U.S.  product  line,  neared  a 
merger  with  Sweden’s  Idab-Wamac  and 
began  to  sell  totalizing  and  inserter- 
control  software  from  NCS,  while 
Quipp  Inc.  acquired  most  of  the  Hall 
Processing  Systems  business. 

Consumables 

Consumables  businesses  also 
changed  hands  in  1995.  In  addition  to 
the  sale  of  Hoechst’s  graphics  business¬ 
es,  the  printing  products  lines  of  W.R. 
Grace  &.  Co.  —  offset  blankets,  flexo 
cushions,  letterpress  and  flexo  plates 
—  were  sold  to  Polyfibron  Technologies 
Inc.,  a  new  company  headed  by  a  for¬ 
mer  Grace  executive. 

J.M.  Huber  Corp.  sold  its  printing 
ink  division  to  Heritage  Inks  Interna¬ 
tional,  a  new  firm  formed  by  investors 
in  specialty  chemicals  businesses.  The 
acquisition  took  place  as  prices  were 
rising  for  component  chemicals  of  inks, 
and  some  suppliers  said  they  could  no 
longer  absorb  cost  increases  without 
passing  them  along  to  customers. 

And  as  newsprint  prices  climbed  past 
$800  per  metric  ton  to  record  levels. 
Stone  Consolidated  and  Rainy  River 
merged  to  create  the  second  largest 
newsprint  producer,  after  Abitibi-Price, 
and  North  America’s  biggest  supplier  of 
uncoated  groundwood  papers.  In  late 
December,  Tribune  Co.  announced  it 
will  sell  its  majotity  interest  in  Quno 
Corp.  to  Donohue  Inc.,  creating  a 
third  newsprint  giant. 

But  at  the  same  time  newsprint 
prices  were  climbing,  prices  paid  for  old 
newspapers  began  a  descent  from  well- 
above  $150  at  the  start  of  last  year  to 
about  half  that  now.  Market  forces  are 
such  that  newspapers  are  probably  see¬ 
ing  less  old  fiber  in  their  newsprint. 
Some  newspapers  may  find  it  difficult  to 
meet  goals  for  the  use  of  recycled  fiber, 
especially  where  goals  do  not  take  avail¬ 
ability  into  account. 

Many  proposed  deinking  and  recy¬ 
cling  plants  for  newsprint  are  on  indef¬ 
inite  hold,  and  no  new  virgin  newsprint 
capacity  is  on  the  horizon.  In  the 
meantime,  publishers  are  maintaining 
larger  inventories  and  holding  down 
consumption.  The  next  round  of  price 
increases  is  slated  to  take  effect  in  Feb¬ 
ruary  and  March. 


Tribune  Co.  exits 
newsprint  business 

JUST  AS  NEWSPRINT  prices  are 
reaching  what  newspapers  hope  will  be 
a  peak.  Tribune  Co.  has  realized  its  goal 
of  getting  out  of  the  newsprint  business. 

Chicago-based  Tribune  announced 
Dec.  23  that  it  had  agreed  to  sell  its  ma¬ 
jority  stake  in  its  Canadian  newsprint 
affiliate,  Quno  Corp.,  to  Donohue  Inc., 
a  Quebec-based  forest  products  compa¬ 
ny.  Donohue  is  controlled  by  Quebcor, 
the  Montreal-based  publisher. 

Tribune  said  it  would  invest  its  pro¬ 
ceeds  from  the  sale  —  expected  to  be 
about  $330  million  aftet  taxes  —  in  ex¬ 
panding  its  media  businesses  and  fund¬ 
ing  its  stock  repurchase  program. 

The  transaction,  expected  to  be  ap¬ 
proved  at  a  Feb.  29  shareholder  meet¬ 
ing,  gets  Tribune  out  of  the  boom-and- 
bust  newsprint  business  it  entered  in 
1912  when  it  founded  Quno  as  the 
Quebec  and  Ontario  Paper  Co. 

Quno  grew  to  be  the  sixth  largest 
newsprint  manufacturer  in  North 
America,  with  two  mills,  a  sawmill,  a 
recycling  operation  that  is  one  of  Cana¬ 
da’s  largest  and  a  60%  interest  in  a 
Quebec  hydroelectric  plant. 

“We  are  extremely  proud  of  our  in¬ 
volvement  in  the  Canadian  forest  prod¬ 
ucts  industry  over  these  past  83  years, 
building  and  expanding  two  low-cost, 
environmentally  clean  mills  and  being  a 
leader  in  recycling  fiber  for  use  in  high- 
quality  newsprint.  Donohue  will  carry 
on  that  tradition,’’  said  John  W.  Madi- 
gan.  Tribune  president  and  CEO. 

Tribune’s  interest  in  running  a 
newsprint  business,  however,  waned  as 
collapsing  paper  prices  during  the  late 
1980s  and  early  1990s  began  to  crimp 
the  bottom  line.  In  1993,  Quno  went 
public.  Last  September,  Tribune  an¬ 
nounced  its  stake  was  up  for  sale. 

Tribune  owns  34%  of  Quno’s  com¬ 
mon  stock  plus  convertible  debt.  Con¬ 
verted  to  equity,  the  debt  gives  Tribune 
a  53%  stake,  or  19.2  million  of  36  mil¬ 
lion  common  shares  outstanding. 

Tribune’s  gross  proceeds  from  the  sale 
will  be  about  $425  million  ($285  mil¬ 
lion  in  cash,  $75  million  in  short-term 
notes,  $65  million  in  Donohue  stock). 

When  the  transaction  closes.  Tri¬ 
bune  will  own  about  6%  of  Donohue.  It 
also  will  continue  to  buy  about  30%  of 
Quno’s  newsprint,  under  a  continuing 
long-term  contract. 
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pany’s  largest  profit  contributor,  and  its  broadcast  and  cable 
divisions  made  up  more  in  profits  than  print  business. 

Contributing  to  the  Post’s  poor  results  were  the  elimina¬ 
tion  of  1,000  to  1,500  federal  employees  every  month  and  the 
financial  problems  of  the  D.C.  government,  “which  keeps 
people  out  of  stores  and  the  home-buying  marketplace,  to 
some  extent,”  said  chairman  and  CEO  Donald  E.  Graham. 

The  Post  lost  major  advertisers  in  1995  —  among  them, 
the  retail  chain  Woodward  &  Lothrop,  which  was  the  paper’s 
third-largest  advertiser  and  which  contributed  over  $5.5  mil¬ 
lion  during  the  first  half. 

Newsprint  costs  were  30%  greater  than  in  1994,  hurting 
the  newspaper  but  helping  the  company’s  affiliated  paper 
mills.  Equity  in  earnings  at  the  newsprint  concerns  was  about 
$16  million  during  the  first  three  quarters  of  last  year,  almost 
double  the  previous  year’s  figure. 

Newspaper  operating  income  was  “much  less”  in  1995  than 
the  previous  year,  according  to  Graham. 

The  executive  attributed  the  paper’s  dramatic  16,000  cir¬ 
culation  decline  daily  and  13,000  fall  Sunday  to  an  unusual 
circumstance:  the  implementation  last  spring  of  a  new  distri¬ 
bution  system. 

The  Post  has  managed  to  attract 
smaller  advertisers.  Revenue  from 
small  businesses  grew  8.5%  in 
1995,  and  corporate  and  advocacy 
advertising  also  improved. 

The  newspaper  scored  a  “major 
victory”  in  retail  advertising,  Gra¬ 
ham  said,  signing  a  deal  that  will 
make  the  Post  the  largest  carrier  of 
j.C.  Penney  advertising  in  the 
country. 

In  1995,  help-wanted  advertising 
was  within  $2  million  of  its  all- 
time  high. 

The  daily  also  made  a  pact  with 
the  Guild  local  that  provides  for 
lump-sum  payments  rather  than 
base-salary  increases  in  the  first  year. 

On  the  horizon,  the  company  is  investing  $250  million  in 
a  new  Post  plant  to  give  the  paper  full-color  capability  and  al¬ 
low  for  more  efficient  production.  Slated  for  operation  in 
1998,  the  plant  is  on  schedule  and  on  budget,  Graham  re¬ 
ported. 

The  publisher  said  contributions  to  profit  last  year  from 
new  media  ventures  were  “exactly  zero  —  and  they  won’t 
make  a  substantial  profit  contribution  for  some  years  to 
come.” 

Nonetheless,  the  company  continues  to  delve  into  online 
waters,  with  ventures  such  as  Newsweek  Interactive  and  Dig¬ 
ital  Ink.  This  year,  the  company  will  debut  ElectionLine,  a 
joint  venture  of  Digital  Ink,  Newsweek  and  ABC  News,  that 
will  provide  online  coverage  of  the  fall  elections  for  more 
than  1  million  subscribers  an  hour.  It  is  also  involved  with 
other  newspapers  in  the  online  recruitment  service  Career- 
Path.com. 

“Our  goal  is  to  develop  new  sources  of  revenue  and  to  pro¬ 
tect  and  extend  franchises  that  are  important  to  us  —  above 
all,  the  Washington  market,”  Graham  said. 


Murphy,  McGinnis  papers  merge 

MURPHY  NEWSPAPERS  OF  Duluth,  Minn.,  publishers  of 
six  area  papers,  has  merged  with  McGinnis  Communica¬ 
tions,  which  publishes  four  papers  locally  and  six  elsewhere. 

The  new  company,  called  Murphy  McGinnis  Media,  has  a 
combined  circulation  of  254,000  in  northeastern  Minnesota 
and  northwestern  Wisconsin. 

Murphy  Newspapers  is  owned  by  John  B.  Murphy  and  Eliz¬ 
abeth  Murphy  Burns,  McGinnis  Communications  by  James 
M.  McGinnis  and  Charles  R.  Johnson.  At  Murphy  McGin¬ 
nis,  John  Murphy  is  chairman,  James  McGinnis  is  president 
and  CEO  and  Charles  Johnson  is  vice  president.  Robert  Wal¬ 
lace,  chief  financial  officer  at  Murphy  Newspapers,  retains 
the  title  at  the  new  company. 

Dow  Jones  gives  grants 

THE  DOW  JONES  Newspaper  Fund  has  approved  $622,133 
in  grants  and  operating  expenses  for  high  school  and  college 
journalism  educators  and  students. 

Among  the  Princeton,  N.J.,  organization’s  projects:  an  on¬ 
line  intern-training  program  at  the  University  of  Missouri 
and  the  first  newspaper  editing  residency  at  a  historically 
black  college. 

The  residency  program,  at  Florida  A&M  University  in  Tal¬ 
lahassee,  will  train  up  to  12  interns,  who  will  go  to  work  at 
Knight-Ridder  Inc.  newspapers.  The  project  is  directed  by 
professor  Joseph  Ritchie,  who  holds  the  Knight  Chair  in  Jour¬ 
nalism  at  the  school.  Other  projects  include  a  business  re¬ 
porting  program  and  teaching  fellowships. 

Cop  writes  column 

JOE  STONE  HAS  had  several  careers.  He  added  opinion 
writer  to  the  list  last  month,  when  his  column  debuted  in 
California’s  Borrego  Sun. 

Before  embarking  on  a  journalism  career  —  he  worked  at 
both  the  San  Diego  Union  and  San  Diego  Tribune  before  they 
merged  —  Stone  was  a  city  and  federal  police  officer  in 
Kansas. 

In  his  first  piece.  Stone  related  his  disdain  for  that  which 
plagues  all  writers:  the  deadline. 

“I  worked  for  four  daily  newspapers  in  my  30  years  as  a  re¬ 
porter  and  I  never  knew  the  deadlines  on  any  of  them,”  he 
wrote. 

Utah  photog  in  trespass  tussle 

SALT  LAKE  TRIBUNE  freelance  photographer  Ryan 
Miller  has  pleaded  no  contest  to  trespassing  on  Union  Pacif¬ 
ic  Railroad  land  last  September  while  taking  pictures  of  a 
train  wreck. 

The  Salt  Lake  City  newspaper  had  defended  Miller,  claim¬ 
ing  that  the  property  wasn’t  marked  and  that  Miller  was  tar¬ 
geted  because  he’s  a  member  of  the  press. 

The  Tribune  was  prepared  to  take  the  case  to  court,  until 
it  was  proved  that  Miller  did  indeed  cross  into  railroad  terri¬ 
tory  —  by  six  inches. 

The  case  will  be  dismissed  after  six  months,  if  Miller  incurs 
no  more  violations. 


Donald  E.  Graham 
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to  appear  on  various  commercial  on¬ 
line  services  and  in  newspapers’  elec¬ 
tronic  editions.  “On  the  Fastrack’’/ 
“Safe  Havens”  creator  Bill  Holbrook  of 
King  Features  Syndicate  even  devel¬ 
oped  the  “Kevin  and  Kell”  online  com¬ 
ic  that  doesn’t  appear  in  p'int  news¬ 
papers  at  all. 

Creators  not  only  entered  cyber¬ 
space,  they  wrote  about  it  in  several 
new  features  —  including  the  “Net- 
Guide”  package  from  the  Los  Angeles 
Times  Syndicate  (LATS). 

Also,  many  cartoonists  and  colum¬ 
nists  started  publishing  their  e-mail  ad¬ 
dresses  with  each  installment  of  their 
newspaper  features.  “Dilbert”  creator 
Scott  Adams  of  United  said  in  May 
that  his  1993  decision  to  print  his  e- 
mail  address  helped  his  comic’s  client 
list  almost  quadruple  in  two  years. 


The  past  as  well  as 
future  were  present 


Last  years  highlights  included  the  celebration  of  the 
comic  centennial  and  the  launch  of  many  Web  sites 


health-oriented  Web  sites.  And  those 
were  just  a  few  of  the  Web  develop¬ 
ments.  Various  individual  creators  set 
up  home  pages,  too. 

Also,  syndicated  material  continued 


by  David  As  tor 


THE  SYNDICATION  WORLD  trav¬ 
eled  back  in  time  and  hurtled  into  the 
future  during  1995. 

“Say!  Dat’s  a  peach  of  a  contradic¬ 
tion,”  is  how  such  a  dichotomy  might 
be  described  by  the  Yellow  Kid,  who 
starred  in  the  first  commercially  suc¬ 
cessful  comic  100  years  ago. 

The  centennial  of  R.F.  Outcault’s 
“Hogan’s  Alley”  was  the  main  reason 
why  the  past  was  so  prominent  in  1995. 
And  perhaps  the  biggest  centennial 
event  of  all  was  the  release  of  20 
postage  stamps  picturing  Outcault’s 
Yellow  Kid  and  other  famous  cartoon 
characters.  The  colorful  stamps  were 
unveiled  at  a  May  ceremony  in  Wash¬ 
ington,  D.C.,  and  went  on  sale  five 
months  later  at  post  offices  throughout 
the  country. 

There  were  also  numerous  other 
lOOth-anniversary  events,  including  a 
festival  at  Ohio  State,  exhibits,  speech¬ 
es,  panel  discussions,  online  chat  ses¬ 
sions,  and  more.  E&P  even  conducted 
a  centennial  poll  that  resulted  in 
“Peanuts”  being  chosen  the  best  comic 
of  all  time  and  “Calvin  and  Hobbes” 
the  best  current  comic  —  although  the 
latter  strip  is  current  no  more. 

When  syndicates  hurtled  into  the  fu¬ 
ture  last  year,  it  was  often  via  the  In¬ 
ternet’s  burgeoning  World  Wide  Web. 
For  instance.  United  Media  launched  a 
Web  site  focusing  on  comics  and  edito¬ 
rial  cartoons.  Tribune  Media  Services 
started  a  Web  site  for  the  new  “Terry 
and  the  Pirates”  comic  and  also  began 
WebPoint  Internet  Services  to  help 
newspapers  with  their  Web  sites.  The 
New  York  Times  Syndicate  (NYTS) 
introduced  computer-themed  and 


Twenty  famous  cartoons  were  honored  with  postage  stamps  last  year. 
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One  of  Bill  Watterson’s  last  “Calvin  and  Hobbes”  Sunday  comic  strips. 


all  turned  25. 

Universal  also  turned  25,  and  the 
syndicate  celebrated  with  a  February 
gathering  in  Kansas  City  attended  by 
700  people  —  including  many  widely 
distributed  creators  who  do  not  plan  to 
retire  in  the  near  future. 

Also,  the  Newspaper  Features  Coun¬ 
cil  reached  its  40th  birthday  in  1995. 

The  even  older  NCS,  which  will 
mark  its  50th  anniversary  this  May, 
met  last  spring  in  Boca  Raton,  Fla.  — 
where  the  International  Museum  of 
Cartoon  Art  is  under  construction. 
The  building  is  scheduled  to  open  this 
March. 

It  will  join  the  National  Gallery  of 
Caricature  and  Cartoon  Art,  which 
opened  last  May  in  Washington,  D.C.; 
and  the  Cartoon  Art  Museum,  which 
reopened  last  April  in  San  Francisco. 

Speaking  of  California,  the  state’s 
Board  of  Equalization  last  year  tried  to 
impose  a  cartoon  tax  on  companies 
such  as  Creators,  which  challenged  the 
levy.  The  outcome  is  still  uncertain. 

Nineteen-ninety-five  also  saw  the 
continuation  of  the  trend  toward  more 
reality  in  comics.  Some  of  the  most 
publicized  examples  included  the  death 
of  Farley  the  dog  in  “For  Better  or  For 
Worse”  by  Lynn  Johnston  of  Universal, 
a  mugging  and  miscarriage  in  “Curtis” 
by  Ray  Billingsley  of  King,  a  teen  sui¬ 
cide  attempt  in  “Funky  Winkerbean” 
by  Tom  Batiuk  of  King,  and  a  drunk¬ 
driving  accident  in  “Luann”  by  Greg 
Evans  of  North  America  Syndicate. 

And,  as  always,  syndicates  last  year 
came  out  with  features  by  famous  peo- 


comic  panel. 

And  in  June,  William  Raspberry  of 
the  Washington  Post  and  WPWG  was 
honored  with  a  lifetime  achievement 
award  from  the  National  Society  of 
Newspaper  Columnists. 

It  was  also  a  year  of  anniversaries  for 
current  features.  “Peanuts”  by  Charles 
Schulz  of  United  and  “Beetle  Bailey” 
by  Mort  Walker  of  King  both  turned 
45,  the  advice  column  by  Ann  Landers 
of  Creators  reached  40,  “The  Family 
Circus”  by  Bil  Keane  of  King  became 
35,  “The  Born  Loser”  by  Chip  Sansom 
of  Newspaper  Enterprise  Association 
reached  30,  and  “Doonesbury”  by  Gar¬ 
ry  Trudeau  of  Universal,  “Momma”  by 
Mell  Lazarus  of  Creators,  “Broom-Hil- 
da”  by  Russell  Myers  of  Tribune  and 
“Love  Is  .  .  .”  by  Kim  Casali  of  LATS 


Part  of  United  Media’s  Web  site. 
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pie.  For  instance,  Creators  introduced 
a  weekly  column  by  first  lady  Hillary 
Rodham  Clinton  and  NYTS  launched 
columns  by  former  President  Jimmy 
Carter  and  lifestyle  maven  Martha 
Stewart. 


‘Tax  Adviser’  writer 
switches  to  United 


JULIAN  BLOCK  HAS  moved  his 
weekly  “Tax  Adviser”  column  from  Tri¬ 
bune  Media  Services  to  United  Feature 
Syndicate. 

Block  —  whose  clients  include  the 
Chicago  Tribune,  Orlando  Sentinel  and 
St.  Louis  Post'Dispatch  —  is  a  tax 
lawyer,  book  author,  magazine  contrib¬ 
utor,  Prodigy  tax  expert,  TV  show 
guest,  teacher,  former  IRS  investigator 
and  more. 


Mike  Luckovich 


Martha  Stewart 


William  Raspberry 
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‘Grimm’  comic  strip 
has  a  new  Web  site 


Bill  Holbrook  started  the  “Kevin  and  Kell”  online  comic  strip  last  year. 


“MOTHER  GOOSE  &.  GRIMM,”  by 
Mike  Peters  of  Tribune  Media  Services, 
now  has  its  own  Web  site  (http.7/www. 
grimmy.com). 

The  site  features  four  areas  where 
Net  surfers  can  see  strips,  learn  about 
Peters,  get  information  on  the  12-year- 
old  comic’s  characters,  and  view  and 
order  Grimmy  the  dog  licensed  prod¬ 
ucts. 


The  cartoon  feature  is  by  Keith 
Robinson,  who  is  based  at  1147  Man¬ 
hattan  Ave.,  Manhattan  Beach,  Calif. 
90266.  His  Web  site  address  is 
http://www.makingit.com/making  it/. 


company  s  magazine. 

While  Starr  was  drawn  to  the  com¬ 
pany  because  of  its  philanthropic  prac¬ 
tices,  things  may  not  be  what  they 
seem  at  Bigbucks. 

“Brenda  Starr”  is  by  Mary  Schmich 
and  June  Brigman  of  Tribune  Media 
Services. 

The  comic  strip,  one  of  20  that  are 
honored  on  the  new  cartoon  postage 
stamps,  was  created  by  Dale  Messick  in 
1940. 


United  using  Miller 
as  its  Canadian  rep 


MILLER  FEATURE  SYNDICATE  is 
now  representing  United  Media  in  all 
Canadian  markets  except  Vancouver, 
Victoria,  Calgary,  Edmonton,  Regina, 
Winnipeg,  Hamilton,  London,  Ottawa, 
Toronto  and  Montreal. 

United  sales  personnel  in  New  York 
will  sell  direct  to  those  11  cities. 

Miller,  founded  in  1923,  is  based  in 
Toronto.  Its  president  is  Richard 
Vroom,  who  purchased  the  syndicate 
in  1984. 

United  has  ended  its  relationship 
with  NorthStar  Newspaper  Services  of 
Mississauga,  Canada. 


‘Making  It’  cartoon 
marks  10th  birthday 

“MAKING  IT:  A  Survival  Guide  for 
Today”  has  reached  its  10th  anniver- 


Kelley  does  a  book 
of  editorial  cartoons 


A  BOOK  OF  editorial  cartoons  by 
Steve  Kelley  of  the  San  Diego  Union- 
Tribune  and  Copley  News  Service  has 
been  published. 

Steve  Kelley’s  Greatest  Hits  is  avail¬ 
able  from  the  Union-Tribune’s  market¬ 
ing  services  department. 

Kelley,  36,  is  a  Dartmouth  College 
graduate  who  has  been  syndicated  by 
Copley  since  1983. 

He  is  also  a  standup  comedian  who 
has  made  six  appearances  on  the 
Tonight  Show  and  served  as  the  open¬ 
ing  act  for  performers  such  as 
Bernadette  Peters,  Dolly  Parton  and 
Reba  McIntyre. 
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Brenda  Starr  leaves 
Flash  reporting  job 

BRENDA  STARR  HAS  left  her  long¬ 
time  post  at  the  Flash  newspaper  to  be¬ 
come  editor  of  the  Bigbucks  Coffee 


Captain  Cossette  was  killed,  the 
Dragon  Lady  was  arrested,  Pat  Ryan 
proposed  to  Normandie  Drake,  and 
Pat  and  Normandie  flew  off  together 
—  leaving  Terry  to  work  solo  starting 
Jan.  1. 

Among  this  year’s  happenings  will 
be  the  trial  of  the  Dragon  Lady. 

“Terry”  is  by  Michael  Uslan  and 
Greg  and  Tim  Hildebrandt  of  Tribune 
Media  Services. 


Exec  returns  to  American  Color 
after  stint  at  Koessler  Graphics 


by  David  Astor 


TIM  ROSENTHAL  HAS  returned  to 
American  Color  16  months  after  join¬ 
ing  AC’s  then-new  competitor, 
Koessler  Graphics. 

Rosenthal,  39,  had  spent  18  years  at 
AC  before  resigning  as  syndicate  coor¬ 
dinator  to  become  Koessler’s  produc¬ 
tion  manager  in  August  1994.  Now  he 
is  back  at  AC’s  Buffalo,  N.Y.,  offices  as 
account  manager,  comics  business. 

AC  is  the  prepress  division  of  Sulli¬ 
van  Graphics,  which  prints  Sunday 
comics  sections.  AC  recently  intro¬ 
duced  the  “FunNe”  system  that  makes 
color-separated  comics  and  other  fea¬ 
tures  available  to  newspapers  in  a  digi¬ 
tal  format. 


‘Emporium^  column 

ANOTHER  ONLINE  COLUMN  has 
started  on  PR  Newswire’s  Web  site 
(http://www.prnewswire.com). 

“The  Emporium”  is  a  weekly  feature 
by  former  New  York  Times  columnist 
Isadore  Barmash,  who  writes  about  the 
retail  and  consumer-goods  industry. 


Tim  Rosenthal 


in  comic 


Rosenthal  said  digital  advances  at 
AC  were  among  his  reasons  for  accept¬ 
ing  the  company’s  offer  to  return.  He 
also  cited  AC’s  “renewed”  commitment 
to  the  comics  industry  and  its  “new, 
forward-looking  management.” 

“I’ve  come  home  to  a  very  different 
American  Color,”  he  said.  “American 
Color  today  is  where  I  can  best  serve 
cartoonists  and  syndicates.” 

Rosenthal  is  a  popular  figure  among 
many  syndicate  executives  and  car¬ 
toonists,  and  is  active  in  the  National 
Cartoonists  Society. 

He  also  said  his  new  post  gives  him 
more  say  at  AC  than  was  the  case  in 
his  previous  tenure  with  the  company. 

“I  have  a  little  more  input  into  the 
direction  American  Color  will  take  in 
developing  new  technologies  for  the 
industry,”  he  stated. 

Rosenthal,  who  said  money  was  not 
the  main  lure  for  rejoining  AC,  added 
that  he  had  “absolutely  no  dissatisfac¬ 
tion”  with  Koessler  Graphics. 

Koessler  has  become  a  strong  com¬ 
petitor  to  AC  since  starting  last  year. 
Its  clients  include  United  Media,  the 
Washington  Post  Writers  Group  and, 
in  a  recent  signing.  Universal  Press 
Syndicate.  AC’s  clients  include  King 
Features  Syndicate,  Tribune  Media 
Services  and  Creators  Syndicate, 
among  others. 


MORE  THAN  800  kids  have  joined 
the  cartooning  club  announced  in  the 
Sept.  24  “Big  Nate”  comic  by  Lincoln 
Peirce  of  Newspaper  Enterprise  Asso¬ 
ciation. 


COPk^ 

on  littsK 


A  party  was  held  in  New  York  last 
month  to  celebrate  the  25th  anniversary 
of  “Doonesbttry”  and  the  publication  of 
“Flashbacks:  Twenty-Five  Years  of 
Doonesbury”  by  Andrews  and  McMeel. 
Among  the  300  in  attendance  were 
(top)  Universal  Press  Syndicate  vice 
chairman/vice  president  Kathleen  An¬ 
drews,  “Doonesbury”  creator  Qarry 
Trudeau,  and  Universal  president  John 
McMeel;  and  (bottom)  Trudeau, 
actress  Mario  Thomas,  NBC’s  Jane 
Pauley  (Trudeau’s  wife),  and  TV  host 
Phil  Donahue  (Thomas’  husband). 


We  make  your  life  easier  by  offering 
our  weekly  services  and  Special 
Features  Packages  on  Macintosh  or 
IBM  disk.  Imagine,  no  typesetting  or 
scanning.  No  wonder  people  say 
Copley  is  so  editor-friendly! 


‘Terry’  happenings 

DECEMBER  WAS  AN  eventful 
month  for  “Terry  and  the  Pirates.” 


Available  on  AP  DataFeatures’  high  speed  wire, 
U.S.  Mail,  On-Line  and  Disk 
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tail,  which  grew  4%  last  year,  was  esti¬ 
mated  to  improve  5%  in  1996. 

Groves  pointed  to  the  challenges 
facing  newspaper  advertising  depart¬ 
ments  —  among  them,  targeting  in  the 
retail  segment  and  increasing  competi¬ 
tion  for  classified  dollars,  especially 
from  new  media. 

“Newspapers  are  no  longer  mass,”  he 
said.  “In  terms  of  advertising,  they’re 
much  more  targeted,  including  inserts 
with  targeted  distribution,  specially 
zoned  editorial  and  the  development  of 
nonsubscriber  products.” 

The  economist  noted  the  “dramatic 
shift”  from  run-of-press  advertising  to 
preprints  over  the  last  decade. 

Groves  estimated  that  last  year,  half 
of  all  nonclassified  advertising  dollars 
were  invested  in  inserts,  through 
which  advertisers  can  reach  narrowly 
defined  groups. 

Over  90%  of  newspapers  are  now 
capable  of  distributing  inserts  by  zones 
that  encompass  multiple  ZIP  codes, 
and  better  than  half  can  distribute  in¬ 
serts  by  zones  subdivided  within  ZIP 
codes.  Two-thirds  of  U.S.  newspapers 
say  they  want  to  increase  their  target¬ 
ing  capability. 

Groves  illustrated  the  promising 
growth  of  classified  in  this  decade.  The 
category  produced  $11  billion  in  1990, 
but  by  last  year  reaped  an  astounding 
$14  billion,  or  37%  of  all  newspaper  ad 
business. 

But  he  also  noted  the  vulnerability 
of  classifieds,  which  may  easily  be  pi¬ 
rated,  especially  by  electronic  media. 
Luckily,  newspapers  are  not  fresh  to 
the  new  media  game,  and  many  have 
developed  niche  products  to  battle 
these  competitors.  More  than  120  U.S. 
dailies  now  have  sites  on  the  World 
Wide  Web,  according  to  Groves,  and 
many  have  had  electronic  products 
since  the  1980s. 

Smaller  newspapers  today  have 
strengthened  their  business.  Groves 
said,  by  positioning  themselves  as  “the 
new  media  community  resource,”  offer¬ 
ing  value-added  services  to  both  read¬ 
ers  and  advertisers. 

Aside  from  a  strong  advertising  cli¬ 
mate,  publishers  are  seeing  good 
growth  in  circulation  revenue.  This 
year,  circulation  expenditures  —  dol¬ 
lars  paid  by  consumers  —  were  pro¬ 
jected  to  rise  by  as  much  as  3%.  This, 
on  top  of  3%  growth  last  year  and  2.7% 


“Newspapers  are  no  longer  mass.  In 
terms  of  advertising,  they’re  much  more 
targeted,  including  inserts  with  targeted 
distribution,  specially  zoned  editorial 
and  the  development  of  nonsubscriber 
products." 

—  Miles  Qroves,  chief  economist, 
Newspaper  Association  of  America 


improvement  in  1994. 

The  gloomy  accounts  of  declining 
newspaper  circulation  put  out  every 
time  an  Audit  Bureau  of  Circulations 
report  is  released  don’t  tell  the  whole 
story.  Groves  insisted.  He  noted  that 
Sunday  editions  have  witnessed  steady 
circulation  gains,  and  on  the  spending 
side,  figures  continue  to  improve. 

Groves  attributed  greater  circulation 
revenues,  in  part,  to  the  new  profes¬ 
sionalism  among  circulators. 

“It’s  no  longer  just  enough  to  get  the 
paper  on  the  front  door  by  a  certain 
time  of  the  day,”  he  said.  “It’s  much 
more  involved  in  terms  of  taking  care 
of  the  reader  and  being  responsive  to 
the  needs  of  advertisers.” 

Also,  newspapers  have  worked  to 
eliminate  their  “fringe”  readership,  de¬ 
fined  not  only  by  geography,  but  by 
type  of  readers  —  i.e.,  those  less  im¬ 
portant  to  advertisers.  And  publishers 
are  concentrating  on  building  long¬ 
term  subscriber  bases  to  eliminate 
churn.  Newspapers  are  also  moving 
away  from  subscriber  promotions,  be¬ 
cause  special  buys  are  attractive  main¬ 
ly  to  the  undesirable,  fringe  customer. 
“We  don’t  make  any  money  off  that,” 
Groves  said. 


Meanwhile,  aggressive  pricing  strate¬ 
gies  —  initiated  to  combat  rising  paper 
prices  —  have  held  down  both  circula¬ 
tion  and  ad  linage  results,  the  econo¬ 
mist  observed.  The  good  news:  Most 
experts  concur  that  the  newsprint  mar¬ 
ket  will  soften  this  year. 

Farrakhan  suit 
vs.  N.Y.  Post 
is  dismissed 

A  NEW  YORK  state  trial  judge  has 
thrown  out  a  $4.2  billion  libel  suit  filed 
by  Nation  of  Islam  chief  Louis  Far¬ 
rakhan  against  the  New  York  Post  and 
columnist  Jack  Newfield. 

justice  Carol  Arber  in  the  Supreme 
Court  in  New  York  City  said  Farrakhan 
and  his  group  “failed  to  establish  any 
evidence  of  actual  malice  or  any  facts 
from  which  it  could  be  concluded  that 
the  defendants  acted  with  a  reckless 
disregard  of  the  truth.” 

The  suit  was  based  on  a  March  12  re¬ 
port  by  Newfield,  who  used  quotes  from 
a  TV  interview  to  be  broadcast  the  next 
day  of  Malcolm  X’s  widow  answering  a 
question  about  whether  Farrakhan  was 
involved  in  her  husband’s  murder. 

“Of  course,”  she  said.  “Yes  ....  No¬ 
body  kept  it  a  secret.  It  was  a  badge  of 
honor.  Everybody  talked  about  it.  Yes.” 

The  controversial  minister  sued  soon 
after,  claiming  the  paper  defamed  him. 
He  accused  the  Post  and  Newfield  of  “a 
pattern  of  publishing  false  statements” 
and  a  decade-long  “history  of  malicious 
attacks”  against  him  and  the  Nation  of 
Islam. 

The  judge  said  Newfield  based  his  ac¬ 
count  on  the  taped  interview,  previous 
reporting,  a  documentary  on  Far¬ 
rakhan,  books,  interviews  and  the  min¬ 
ister’s  own  statements. 

Gannett  debuts 
TV  news  show 

GANNETT  SUBURBAN  Newspapers 
of  White  Plains,  N.Y.,  has  collaborated 
with  independent  TV  station  WRNN 
on  a  weekly  series,  “Westchester  Week.” 

The  program,  which  debuted  Dec.  15, 
features  appearances  by  editorial 
staffers  at  the  Gannett  papers  and  spot¬ 
lights  topics  of  interest  to  residents  of 
Westchester  County,  just  north  of  New 
York  City. 
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Continued  from  page  5 1 

also  bought  into  the  Diamondbacks. 
The  media  companies  are  reported  to 
have  invested  $8  million. 

A  company  spokesman  said  neither 
Pulitzer  Publishing  investment  was  sig¬ 
nificant  enough  to  warrant  a  filing 
with  the  Securities  and  Exchange 
Commission. 

So  far,  Pulitzer  is  the  only  corpora¬ 
tion  in  the  St.  Louis  investment  group, 
which  is  led  by  a  trio  of  Cardinal  fans 
—  lawyer  Frederick  O.  Hanser,  busi¬ 
nessman  William  O.  DeWitt  Jr.  and 
banker  Andrew  N.  Baur  —  and  com¬ 
prised  mostly  of  people  with  close  busi¬ 
ness  and  personal  ties.  Six  other  in¬ 
vestors  were  announced  at  a  press  con¬ 
ference;  others  will  be  announced 
later. 

Baur  and  Penniman  would  not  pro-  | 
vide  specifics  about  the  actual  percent¬ 
age  purchased  by  Pulitzer  Sports  II. 
The  sale  price  of  the  club,  the  stadium 
and  the  other  real  estate  was  valued  at 
$150  million. 

Pulitzer  Publishing’s  involvement  be¬ 
gan  with  a  call  from  Michael  Pulitzer 
to  his  friend  Andrew  Baur,  the  chair¬ 
man  of  Southwest  Bank  in  St.  Louis 
and  one  of  the  first  names  mentioned 
as  a  potential  buyer. 

“He  called  and  said  they  are  very  in¬ 
terested  in  keeping  the  Cardinals  in 
St.  Louis.  He  felt  that  we  shared  that 
commitment  and  said  he  would  like  to 
do  whatever  he  could  ro  be  helpful,” 
Baur  recalled. 

Baur  didn’t  see  any  conflict  between 
Pulitzer  Publishing’s  interest  in  the 
Cardinals  and  its  ownership  of  the 
Post'Dispatch. 

“The  Post-Dispatch  has  always  kept 
the  business  side  of  the  paper  separate 
from  the  editorial,”  he  said. 

How  will  he  feel  the  first  time  he 
wakes  up  to  a  Post-Dispatch  column, 
lambasting  the  new  owners  for  their 
failure  to  sign  a  free  agent  or  some  oth¬ 
er  flaw? 

“We  advertise  in  the  Post-Dispatch 
and  we  don’t  always  agree  with  their 
editorial  stance.  It’s  something  I’m 
used  to  as  a  business  man  in  St.  Louis 
and  I  think  our  other  partners  under¬ 
stand  that.” 

Gaitens,  the  executive  sports  editor, 
didn’t  expect  anything  to  change  in 
terms  of  coverage.  “You’re  talking 
about  a  very  veteran  staff,”  he  said. 
“These  folks  are  used  to  going  after 
news  and  getting  it  in  the  paper.” 


Like  Davis,  Gaitens  immediately  re¬ 
ferred  to  the  Tribune. 

“I  know  I’m  a  pretty  close  reader  of 
the  Trib,”  he  said. 

“The  Trib,  at  times,  is  pretty  sharp 
on  the  Cubs,  pretty  sharp.  I’m  not  say¬ 
ing  the  Trib  is  going  to  be  our  model, 
[but]  I  don’t  see  how  this  is  going  to 
change  our  coverage.” 

If  the  Cubs-Tribune  relationship  is 
any  example,  the  Post-Dispatch  sports 
department  is  unlikely  to  gain  any  ad¬ 
vantage. 

“Does  a  perception  exist  that  we’re 
somehow  in  bed  with  the  Cubs?”  asks 
Tim  Franklin,  associate  managing  edi¬ 
tor  for  sports  at  the  Tribune.  “Yeah,  it 
does.  I  can’t  deny  it  does,  and  I  don’t 
think  anything  we  ever  do  could 
change  their  minds.” 

But  perception  is  far  from  reality. 

The  Chicago  Sun-Times  made  it  to 
the  streets  first  with  news  of  the  Cubs’  | 
sale  to  the  Tribune  in  1991.  Then,  in 
1994,  it  scooped  the  Tribune  when  it 
announced  the  hiring  of  Andy 
MacPhail  as  club  president. 

“If  there’s  any  corporate  favoritism. 
I’d  sure  like  to  know  where  it  is,”  said 
Franklin.  “If  you  look  at  every  major 
move  [recently],  we  were  with  the  pack 
on  those  stories.” 

Franklin  thinks  it  bodes  well  that 
the  Post-Dispatch  newsroom  was  not 
given  advance  notice  about  the  Cardi¬ 
nals  deal. 

The  competitive  situation  is  fairly 
similar  in  Denver,  where  the  Rocky 
Mountain  News  is  a  limited  partner  in 
the  Colorado  Rockies  and  has  a  con¬ 
tract  with  the  team  for  exclusive  adver¬ 
tising  rights. 

The  Nett'S  has  paid  to  call  itself 
“The  Official  Newspaper  of  the  Col¬ 
orado  Rockies.”  But,  says  Mike  Con¬ 
nelly,  executive  sports  editor  at  the 
Denver  Post,  “We’re  the  official  news¬ 
paper  of  the  fan,  and  it’s  really  gone 
over  well  with  us.  We  couldn’t  combat 
them  with  money,  so  we  combated 
them  with  ideas.” 

Those  ideas  include  the  launch  of 
Baseball  Monday,  a  special  section  de¬ 
voted  to  baseball. 

Connelly  credits  the  public  relations 
officials  with  various  sports  franchises 
for  ensuring  a  level  playing  field. 

“They’re  so  aware  of  the  newspaper 
war  in  Denver,  they  don’t  let  anything 
interfere,”  the  editor  said. 

Rocky  Mountain  News  sports  editor 
Barry  Forbis  was  as  surprised  as  the 
Post-Dispatch  sports  staff  when  he 
found  out  his  paper  had  invested  in  the 


Rockies.  At  least  his  St.  Louis  counter¬ 
parts  heard  about  it  the  same  time  as 
the  rest  of  the  media. 

Forbis  found  out  by  reading  the 
competition. 

“To  be  honest,  I  didn’t  know  we 
were  involved  until  I  saw  it  in  the 
Post,”  he  said. 

“I  couldn’t  believe  we  were  involved. 
I’d  even  asked,  and  been  told  ‘no.’  The 
good  thing  about  it  is,  I  think  it  was  a 
nice  civic  gesture.” 

But  it’s  made  his  job  more  difficult. 

“We  can’t  win,”  he  said.  “If  you  break 
a  story,  it  was  handed  to  you;  if  you 
don’t  break  a  critical  story,  you  were 
covering  it  up.  So,  you  really  can’t 
win.” 

Two  factors  help:  the  hands-off  atti¬ 
tude  of  the  publisher,  and  the  paper’s 
lack  of  involvement  in  running  the 
team. 

The  Tribune  faces  one  problem  the 
papers  in  St.  Louis,  Phoenix  and  Den¬ 
ver  don’t:  covering  two  major  league 
baseball  teams  in  the  same  city. 

“There’s  a  consciousness  in  our  news 
meetings  that  we  need  to  bend  over 
backwards  to  make  sure  we’re  fair  to 
the  White  Sox,”  said  Franklin. 

For  most  of  this  decade,  the  White 
Sox  have  made  that  task  easier  by  out¬ 
playing  the  Cubs  and  by  bringing 
Michael  Jordan  into  the  farm  system. 

“As  you  know,  story  play  is  largely 
determined  by  the  success  of,  or  inter¬ 
est  level  in,  a  team,”  Franklin  said. 

“Now  if  you  open  our  sports  section, 
it  might  look  like  the  Tribune  Co. 
owns  Northwestern.” 

Charlotte  Observer 
religion  section 

THE  CHARLOTTE  OBSERVER  is 
the  latest  metropolitan  newspaper  to 
produce  a  stand-alone  section  devoted 
to  the  devout. 

Faith  &  Values  will  appear  each  Sat¬ 
urday. 

The  inaugural  edition  last  month 
featured  a  story  about  the  importance 
of  religion  to  residents  of  the  Carolinas, 
another  on  how  to  pick  just  the  right 
Christmas  card,  and  a  column  by  the 
Observer’s  Ken  Garfield  headed:  “To¬ 
day’s  new  section  looks  like  a  religion 
editor’s  dream.” 

Other  dailies,  such  as  the  Dallas 
Morning  News,  have  produced  such 
sections.  And  ABC  News  put  a  reporter 
on  the  religion  beat  a  couple  of  years 
ago. 
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Classified  Advertisin 


11  W.  19th  Street  •  New  York,  NY  1001 1  •  Phone  (212)  675-4380  •  FAX  (212)  929-1259 


FEATURES  AVAILABLE 


ASTROLOGY 


Daily-Weekly-Monthly  Features. 
Camera  reody.  Free  trial.  Time  Data 
Syndicate.  (800)  322-5101 


AUTOMOTIVE 


CAR  FEATURES  are  our  business; 
Columns  available  on  rood  tests,  cor 
core,  auto  trivio/history.  (810)  573- 
2755. 


WIHEELS  101:  A  weekly  column 
teaching  the  basics  of  buying,  owning 
ond  driving  a  car  by  automotive 
expert  Jayrre  O'Donnell.  Joe  Hanley, 
CRAIN  NEWS  SERVICE,  Phone: 
(212)  254-0890.  Fax:  (212)  254-7646. 


DR  JOB;  Q  and  A  column  for  people 
hoping  to  seek  and  keep  jobs  or  find 
a  new  career.  Written  by  business 
journalist  Sandra  Pesmen.  Joe 
Hanley,  CRAIN  NEWS  SERVICE, 
Phone:  (212)  254-0890.  Fax:  (212) 
254-7646. 


CARTOONS  WANTED 


CARTOONS  with  Mental  Health 
Themes  ore  needed.  Contact  Horold 
Gardner  at  Libris,  Inc.,  P.O.  Box 
21 2309,  Mortinez,  GA  3091 7-1008. 

There's  more  to  the  picture  than  meets 
the  eye... 

Neil  Young 


AWARDWINNING  700  word  WEEKLY 
Samples; 

Clear  Creek  Features 
Box  3303,  Grass  Valley,  CA  95945 


LAUGHTER  is  the  best  medicine,  so 
keep  your  readers  healthy  by  sub¬ 
scribing  to  In  A  Nutshell  -  a  unique, 
award-winning,  700-word  weekly  col¬ 
umn.  1 19  Washington  Ave.,  Stoten 
Island,  NY  10314.  (718)  698-6979 


MOVIE  REVIEWS 


MINI  REVIEWS.  Essential  informa¬ 
tion  for  moviegoers.  Camera  ready. 
Star  photos.  Graphic,  provocative  rat¬ 
ing  system. 

Cineman  Syndicate,  P.O.  Box  4433, 
Middletown,  NY  10940;  (914)  692- 
4572.  Fax  (91 4)  692-8311. 


PUZZLE  FEATURES  SYNDICATE 
The  Finest  In  Crossword  Puzzles 
Call  (800)  292-4308/(909)  672-2594 


SYNDICATION  SERVICES 


MONTHLY  COLUMNS 
Remodeling  Gardening  Outdoors 
Travel  Religion  Spirituality  Family 
Job  Search.  Ideal  tor  weeklies.  Call 
Lepore  Features,  1  (800)  777-4909 
for  information  and  samples. 


Travel  Theater  Restaurant  Wine 
Computer,  Reviews,  Columns,  Features 
http://punchin.com  or  (212)  755-4363 


FAX  YOUR  AD 
TO  US  AT 
(212)  929-1259 


NEWSPAPER  APPRAISERS 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(407)  368-4352 
123  NW  13th  St.,  Suite  214-8 
Eloca  Raton,  FL  33432 


COMPREHENSIVE  APPRAISALS 
rendered  in  confidence  with  care  for 
accuracy  and  detail.  Established  rea¬ 
sonable  prices.  James  W.  Hall,  Jr., 

Jim  Hall  Media  Services 
P.O.  Box  1088,  Troy,  AL  36081 
(334)566-7198 
Fax  (334)  566-0170 


DAVID  R.  STILL 
CAPITAL  ENDEAVORS,  INC. 
Serving  the  Southeast 
Newspapers  &  Magazines 
Brokerage  and  Ap^aisals 
Box  895,  lowrerKeville,  GA  30246 
(770)  962-8399  FAX  (770)  962-8640 


KAMEN  &  CO.  GROUP  SERVICES 
Consultants/  Appraisals/Brokers 
(516)  379-2797/(81 3)  786-5930 


NEWSPAPER  BROKERS 


625Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
P.O.  Box  442 
Clarksburg,  MD  20871 
Larry  Grimes-Pres.-(30l)  540-0636 
Tom  Sexton,  N.England  (61 7)  545-61 75 
Wren  Barnett,  South  (704)  698-0021 
Ron  Holb,  Canada  E.  (613)  525-1666 


JAMES  W.  HALL,  JR. 
Newspaper 

Sales,  Appraisals,  Consultations 
Jim  Hall  Media  Services 
410  Elm  St.,  Troy,  AL  36081 
(334)  566-7198 
Fox  (334)  566-01 70. 


NEWSPAPER  BROKERS 


BILL  MATTHEW  COMPANY  con¬ 
ducts  professional,  confidential  nego¬ 
tiations  for  sole  and  purchase  of 
highest  quality  daily  and  weekly 
newspapers  in  the  country.  Before 
you  consider  sale  or  purchase  of  a 
property,  you  should  call 

(813)733-8053 

or  write  Box  3364,  Clearwater  Beach, 
FL  34630.  No  obligation  of  course. 


Buyers  or  sellers.  Call  Dick  Briggs. 
(803)  457-3846.  No  obligation. 
Sales  •  Appraisals  •  Consulting 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


MEDIAAMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peochtree  Rd.  NE 
Atbnta,  GA  30326 
(404)  364-6554  Fox  (404)  233-2318 
Lon  W.  Williams 


MEL  HODELL,  NEWSPAPER 
BROKER 

51 96  Benito,  Montcbir,  CA  91 763 
(909)  626-6440  Fax  (909)  624-8852 


NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 


MICHAEL  D.  UNDSEY 
1221  N.  Kingston  St. 

Gilbert,  AZ  85233  (602)  81 3-9344 


PHILLIPS  MEDIA  SERVICES,  INC. 
Consultonts-lnvestments 
Management-Brokers 
P.O.  Box  3308 
A4errifield,  VA  221 16-3308 
(703)  846-8410  Fox  (703)  846-8406 


RICKENBACHER  MEDIA  CO. 
Your  broker  for  the  Southwest  and 
Middle  America 
3828  Mockingbird  Lone 
Dallas,  TX  75205 

(214)  520-7025  Fox  (214)  520-6951 


SOUTHERN  NEWSPAPERS,  INC. 
Dick  Smith,  President 
108  Jane  Cove-- 
Cbrksdab,  MS  38614 
(601 )  627-7906  Fox  601  -627-79063* 
W.C.  shoemaker- Jerry  Mooney 
P.O.  Box  457,  Kosciusko,  MS  39090 
(601 )  289-2004  or  (800)  890-4706 
Fox  (601)  289-3254 


Whitesmith  Publication  Services 
Rod  Whitesmith 
(360)  892-7196 

Box  4487,  Vancouver,  WA  98662 


NEWSPAPER  BROKERS 


NEWSPAPERS  FOR  SALE 


ARKANSAS  based  newspaper  group 
of  paid  weeklies.  Good  development 
potmtial.  Growth  area.  $500,000.  Jim 
Hall  Media  Services,  Box  1088,  Troy, 
AL  36081.  (334)  566-7198. 


EAST  TENNESSEE  shopper.  Zoned 
circulation  serving  major  city.  Solid 
buy  at  $250,000.  Jim  Hall  Media  Ser¬ 
vices,  Box  1 088,  Troy,  AL  36081 . 

(334)566-7198. 


FIAWAII:  Niche  publication,  profitabb, 
$225,000.  FLORIDA:  Small  island 
weekly,  $75,000,  terms. 

Becxerman  Assoc.,  (81 3)  971  -2061 . 


ROCKY  MOUNTAIN:  County  seat 
weekly,  well  equipped,  mountains, 
bke,  growth.  $140,000,  terms. 

COASTAL  PACIFIC  NW:  County  seot 
weekly  on  Pacific  coast,  $400,000 
revenues,  terms. 

NORTHERN  CALIFORNIA:  Weekly 
newspaper,  recreation  area,  poten¬ 
tially  explosive  growth,  $450,000 
revenues,  terms. 

BOUTHO-CRIBB  &  ASSOCIATES 
John  T.  Cribb 
(406)  586-6621 


MAINE  -  Central.  Weekly.  Owner 
financing.  Low  down  payment. 
Attractive  community.  Ideal  owner- 
operator  situation.  W.B.  Grimes  (301) 
540-0636. 


WORK  FOR  YOURSELF!!  Newspapers 
for  sole,  weeklies  brge  and  small.  Bill 
Berger,  Associated  Texas  Newspo- 
pers,  Inc.,  1801  Exposition,  Austin, 
TX  78703.  (512)476-3950. 


phn  T.  Cribb  1  Annette  Park  Drive,  Bozeman,  MT  5971S  406-5864621 
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NEWSPAPERS  WANTED 


AMERICAN  PUBLISHING  COM¬ 
PANY  is  aggressively  seeking  news¬ 
paper  acquisitions  with  circulations  of 
5,000  or  grealer.  APC  ,is  owner/ 
operator  of  420  publications,  includ¬ 
ing  1 1 2  doily  newspapers.  Alt  cor¬ 
respondence  ond  discussions  ore  con- 
fidmtioi.  Contact: 

KENNETH  W.  COPE,  Exec.  V.P. 

1 006  West  Hormony 
Neosho,  MO  64850 
Phone  (417)  451-1520 


NEWSPAPERS  WANTED 


WEEKLY  NEWSPAPER 
WANTED 

Individual  seeking  acquisition  of 
weekly  newspaper  in  Zone  5.  Gross¬ 
ing  $250K  to  S400K  and  terms.  Box 
07633,  Editor  &  Publisher. 


ROLLS  ALL  SIZES 

BEHRENS  INTERNATIONAL,  CAUF. 
(714)  644-2661 
FAX  (714)  644-0283 


EQUIPMENT  &  SUPPLIES 


CAMERA  &  DARKROOM 


SQUeeze  Lens  mfg.  since  1 968.  Fine 
tune  process  camera  lens  alignment, 
focus  &  calibration  H.  Canbom 
CKOptical  (310)  372-0372. 


MAILROOM 


GOOD  RECONDITIONED  Cheshire 
and  Kirk-Rudy  labeling  machines  with 
single  and  multiwide  label  heads  and 
quarter  folders.  Call  Scatt  or  Tom  at 
(800)  527-1668  or  (214)  869-2844. 


RECONDITIONED  or  remanufactured 
48-P  and  72-P  Graphics  inserting 
machines.  Immediate  availability. 
Contact  AM  Graphics 
(513)  278-2651 
and  ask  for  Doug  Gibson. 


PRE-OWNED  MAILROOM  EQUIPMENT 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-5817 
Fax  (770)  590-7267 


•  24-P,  48-P,  and  72-P  HARRIS 
INSERTERS.  Reconditioned-Guaranteed 
Production-Training  Program  Provided. 
JIMMY  R.  FOX 
MAILROOM  CONSULTANT 
(713)468-5827 


Refurbished  odd  on  pockets 
MULLER  MARTINI  227 
KANSA  320  and  480  AVAILABLE 
Call  MidAmerica  Graphics  at 
(800)  356-4886. 


USED  MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 
(407)  273-521 8  Fox  (407)  273-901 1 


Increase  Awareness 
With  our  Low 
Contract  Rates!! 
CaU  (212)  675-4380 


INDUSTRY  SERVICES 


CIRCULATION  CONSULTANTS 


J.C.&  ASSOCIATES,  INC. 
Circulation  and  Fulfillment  Systems 
Over  30  installations  since  1 984. 
Call  (91 3)  681-8493,  Ask  for  Joe. 


KAMEN  &  CO. 

GROUP  SERVICES 

Our  firm  develops  solutions  worldwide 
(516)  379-2797  or 
(813)  786-5930 


CIRCULATION  SERVICES 


ymfm 

CHURN  MANAGEMENT 
SPECIALISTS 

1-800-327-8463 


PREPRESS 


PARTS  •  PCB'S  •  IMAGESETTERS 
If  the  part  costs  more  than  the 
nxichine  is  vrorth  -  call  usi 
BWI  is  your  source  for  parts, 
imagesetters,  RIPs 
and  film  processors. 

Call  Bob  Weber  @  (800)  399-4BWI 
or  fax  (800)  837-8973. 


PRESSES 


GOSS  METRO  Excellent  Conditian, 
5-unit,  22  3/4'  cut-off,  1  full  color  deck, 
2  half  color  decks,  2  mono  units,  2:1 
double  output  folder.  Peripheral 
mailroom  and  platercom  equipment. 
Available  Now.  Call  NewsTech  at 
(305)  688-1407. 


METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses. 

AL  TABER  (770)  552-1528 
Fox  (770)  552-2669 


WE  WANT  TO  BUY  YOUR 
EXCESS  PRESS  EQUIPMENT 

FOR  SALE: 

4-10  Unit  Harris  V-1 5D  w/2  JF4 
commercial  folders, 

AVAILABLE  IMMEDIATELY!! 

4-Unit  Harris  V-15A,  w/JF7  (older; 

2  units  continuous  ink,  2  ductor, 

1  unit  w/circumferential 
1  Rebuilt  Community  floor  unit  1 976, 
IMMEDIATE  DEUVERYM 
4  Pocket  McCain  Speedbinder 
1  '105'  Count-o-veyor 

GLOBAL  GRAPHICS,  INC. 
(913)541-8886 
Fax  (91 3)  541 -8960 


It's  better  to  bum  out  'cause  rust  never 
sleeps. 

Neil  Young 


PUBLICATIONS  FOR  SALE 


PUBLISHING  COMPANY  on  the 
Internet  with  monthly  Arts,  Issues  + 
Entertainment  publication.  HTML  Con¬ 
struction  -f  Web  Page  Designers. 
Terms  negotiable.  Located  in  the 
Delaware  Valley. 

Contact  (302)  798-2846. 
http://  magpage.com/bigshoutor 
e-mail:  bigshoutQmagpage.com. 


The  Pilgrims  didn't  have  any  experience 
when  they  landed  here.  Hell,  if  ex¬ 
perience  was  that  important,  we'd 
never  have  anybody  walk  on  the  moon. 

Doug  Rader 


PRESS  EQUIPMENT 

8-unit  GOSS  COMMUNITY  w/SC 
folder  &  u.f 

4-Unit  GOSS  COMMUNITY  -  22  3/4'. 

3- Unit  GOSS  COMMUNITY,  grease 
lubricated. 

2-unit  GOSS  COMMUNITY,  with  SC 
folder  &  SSC  units. 

Add-on  GOSS  COMMUNITY  units  - 
floor  position  or  converted  to  stacked 
position,  folders  &  upper  formers. 

4- unit  GOSS  SUBURBAN  press, 

22  3/4'. 

Three  SOLNA  D-30A  presses,  1988- 
89  vintage,  6  &  7  unit  presses  with 
both  2+1  and  1+1  units;  F36-A  and 
BAF36  folders,  22'  cut-off. 

11 -unit  HARRIS  VI 5D,  1982  with 
JF15&JF25w/u.f. 

WEB  LEADER  mono  unit  &  Web 
Leader  folders. 

4- unit  WEB  LEADER  press  -  avail¬ 
able  immediately. 

6-unit  NEWS  KING  (3  stacked  sets  of 
units)  with  KJ6  (older. 

5- unit  NEWS  KING,  1 977  vintage. 
Add-on  NEWS  KING  units  &  folders. 
Model  300  CUSTOM-BILT  3-knife 
trimmer. 

DOUBLE-WIDTH 

Two  METROLINER  mono  units,  45' 
RTP's  &  Y  columns  -  22  3/4'. 

New  10-unit  TKS  presses  with  3 
half  decks,  double  3:2  (older  -  22  3/4'. 

6- unit  GOSS  COSMO,  1976  -  avail¬ 
able  immediately. 

3  'Vision'  (Cosmo-style)  GAM  offset 
units. 

SOVEREIGN  single  3:2  160-page 
folder  w/double  u.f.,  22  3/4'  and 
motor. 

GOSS  double  144-pam  3:2  folder,  22 
3/4'  w/double  upper  formers. 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 
(91 3)  492-9050  Fax  (91 3)  492-621 7 


CIRCULATION  SERVICES 


ABOVE 
THE  CROVYD 

CIRCULATION  DEVELOPMENT  INC. 
Newspaper  Telenrarketing  Specialists 
(800)  247-2338 
ADNET  SYSTEAAS 
Telemarketing 
Specialists 

Quality  Wonc'Reasonable  Rates 
1  (800)  336-8037 


NOW  ON  SALE 

1996 

Editor  &  Publisher 

Market  Guide 

To  order  your  copy, 
contact  E&P’s 
Circulation  Department 
at 

(212)  675-4380. 


WANTED  TO  BUY 


CALLUS  -WE BUY 
Used  press  and  mailroom  equipment 
Call:  Al  Taber  or  Bill  Kanipe 
ALTA  GRAPHICS,  INC. 

(770)  428-5817  Fox  (770)  590-7267 


IMMEDIATE  NEED  FOR  MULLER 
MARTINI  INSERTERS  227E  &  227S 
WILL  PAY  TOP  DOLLAR 
Call  Chris  George  (800)  356-4886  or 
Fax  (816)  887-2762. 


NEWS 

MAKES  THE  DIFFERENCE 

•  Editor  &  Publisher  is 
NOT  a  monthly  journalism 

review. 

•  Editor  &  Publisher  is 
NOT  0  monthly  association 

house  organ. 

•  Editor  &  Publisher  is 
NOT  sponsored  by  a 
university,  society  or 

foundation. 

•  Editor  &  Publisher  IS, the 
only  independent  weexly 
NEWS  magazine  covering 
the  newspaper  industry. 

NEWS  makes  the  difference 

EDITOR  &  PUBUSHER 
1 1  West  19th  Street 
New  York,  NY  10011 
(212)  675-4380 


CIRCULATION  SERVICES 


VERinCATION 
ALTERNATIVES 
•No  Extra  Phone  Charge 
•40y  per  contact  Basic  Service 
•FREE  Weekly  Analysis 
CIRCULATION 
MARKETING  SERVICES 
(800)  569-4666 
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INDUSTRY  SERVICES 


CIRCULATION  SERVICES 


LEVIS  NATIONAL,  INC. 

“We  Deliver  More  Homes  To  Yoor 
NEWSPAPER* 
TELEAAARKETING 
(800)  929-1845 
Our  27th  Yeor 


THE  TELEAAARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INQUDING 
DATABASE  MARKETING 
(800)  776-6397 


CIRCULATION  SERVICES 


C.M.I  . 

"Past,  Present  &  Future" 
of  Doot  to  Door 


n  tPViT*!  TTSTTKTn  r 


Still  No.  #  1  after  43  vears. 
P.l.A.  (Paid  in  Advance)  orders 
our  speciality. 

Call  (909)  398-9125 


CIRCULATION  SERVICES 


SPECTRUM  MARKETING  SERVICES 
NIE  FUNDRAISING  AND 
TELEMARKETING  PROGRAMS 
CALL  DOUG  REESE 
(800)  972-6778 


CONSULTANTS 


Advertising,  Circulation  &  Financial 
Systems  our  Specialty.  We  provide 
experts  to  develop  enhancements  or 
new  applications.  GreenRose 
Systems 

(813)969-3388 


American  Newspaper  Consultants,  Ltd., 
including  Patricia  Hirl  Longstafl. 
(800)  554-3091. 


DISTRIBUTION  SERVICES 


DISTRIBUTION  OF  PUBUCATKDNS 
TO  NEWSSTANDS  ACROSS  THE  USA 
Dave  Chilton  (800)487-6397 
AUSTIN  NEWS  SERVICES 
(National) 


Don't  bother  just  to  be  better  than  your 
contemporaries  or  predecessors.  Try  to 
be  better  than  yourself. 

William  Faulkner 


INCORPORATION  SERVICES 


INCORPORATE  WITHOUT  Legal  Fees! 
Free  Booklet  Tells  How, 
Indudes  Forms. 

Coll  Nowl  (800)  345-2677 


LAPTOP  SERVICES 


TANDY  LAPTOP  COMPUTERS 
Models  100/102/200  (only). 
Reconditioned  systems  &  occessories. 
Free  catalog.  Fox:  510-937-5039, 
Internet:  richard.hansonOpdd.com 


PRESSROOM  SERVICES 


GOT  A  PRESS  DRIVE  PROBLEM? 
J&K  can  provide  permanent  solutions 
to  chronic  drive  and  control  problems. 
Fast,  economical  service.  J&K  Power 
Sup^  (313)  953-0780. 


PRESSROOM  SERVICES 


HELP  WANTED 


ADMINISTRATIVE 


GENERAL  AAANAGER:  Solid  over-all 
background  experience  in  sales, 
production  and  news.  Large  east 
coast  weekly  newspaper  group.  One 
hundred  person  stall.  Please  send 
cover  letter,  resume  and  salary  his¬ 
tory  to  Box  07645,  Editor  &  Publisher. 

ADVERTISING 

ADVERTISING  DIREQOR 

Southeast  doily  newspaper  with  a 
growing  media  company  is  looking  (or 
a  dynamic,  results-oriented  over¬ 
achiever  to  direct  its  advertising  sales 
deportment.  If  you  are  not  afraid  of  a 
challenge,  proven  to  be  creative  and 
innovative,  tough  but  fair,  please 
send  0  cover  letter  and  resume  to 
Box  07652,  Editor  &  Publisher. 

ADVERTISING  MANAGER  for  small 
New  England  daily  and  associated 
publications.  Some  selling  required  in 
shirtsleeve  job.  Salary  plus  com¬ 
missions,  bonuses,  benefits.  Reply  to 
Box  07634,  Editor  &  Publisher. 

ADVERTISING  SALES  MANAGER: 
Do  you  hove  the  ability  to  grow  fifteen 
successful  sales  people  in  1996  in  a 
highly  competitive  market?  We  have 
the  circulation.  We  have  the  Zones. 
We  have  89.5%  readership.  We  need 
a  strong  trainer  and  motivator.  Good 
salary  plus  incentives.  Send  cover  let¬ 
ter,  salary  history  and  resume  to  Box 
07646,  Editor  &  Publisher. 

When  I  feel  difficulty  coming  on,  I 
switch  to  another  book  I'm  writing. 
When  I  get  back  to  the  problem,  my 
unconscious  has  solved  it. 

Isaac  Asimov 


ADVERTISING 


M-'  VISUAL  GRAPHICS 

Brokering,  Installations,  Dismantles, 
Electrical  Upgrades,  State  of  the  Art 
Designs,  Rebuilding,  Reconditioning, 
(Our  Facility  Or  Yours)  Factory  Trained 
Personnel,  Harris,  King,  Goss 
(904)  383-6615 
Fax:  (904)  735-4152 


PRESSROOM  SERVICES 


DO  YOU  NEED  EXPERT  ADVICE 
ON  YOUR  ELECTRICAL  DRIVE 
SYSTEM? 

Masthead  can  help.  Masthead  also 
provides  dampening  systems,  parallel 
drives,  horsepower  upgrades  and 
modernization. 

MASTHEAD  INTERNATIONAL 
(800)  545-6908  (505)  842-1357 
24-Hour  LineP.O.  Box  1952 
Albuquerque,  NM  87103 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
derwoys?  Dirty  air  handling  systems, 
duct  work? 

Daily  Ser/ice  Contracts 
One  Time  Service 

ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION! 

30  Years  experience! 

PRESSROOM  CLEANERS 
CALL  TOLL  FREE 
(800)  657-2110 


CLASSIFIED 

TELEPHONE  SALES  SUPERVISOR 

The  Poughkeepsie  Journal  seeks  a 
telephone  sales  professional  to 
supervise  all  activities  of  the  tele¬ 
phone  sales  staff.  Responsibilities 
include:  hiring  and  evaluating  staff; 
goal  setting  and  incentive  programs; 
creating/presenting  training  and 
development  programs.  The 
supervisor  will  track  and  analyze 
sales  results,  interpret  credit  accep¬ 
tances  and  allowances,  and  resolve 
customers'  complaints. 

We  require  3-5  years'  newspaper 
sales  experience  (telemarketing  pre¬ 
ferred)  and  one  year  in  a  supervisory 
capacity.  College  degree  or 
eauivalent  combination  of  work  and 
education  desired.  The  successful 
individual  will  have  a  proven  sales 
record,  ability  to  lead  by  example  and 
strong  communication  and  organiza- 
tional  skills. 

We  ore  a  Gannett  Co.,  Inc.  newspa¬ 
per,  located  on  the  east  bank  of  the 
Hudson  River,  mid-way  between  New 
York  City  and  Albany,  NY.  As  an 
equal  opportunity  employer,  we 
recognize  and  appreciate  the  benefits 
of  diversity  in  the  workplace.  People 
who  share  this  belief  and/or  reflect  a 
diverse  background  are  encouraged 
to  send  a  resume  (including 
references)  and  cover  letter  outlining 
skills,  interests  and  salary  require¬ 
ments  to:  Jan  Dewey,  classified 
advertising  manager.  The 
Poughkeepsie  Journal,  P.O.  Box 
I  1231,  Pougnkeepsie,  NY  1 2601 . 


ADVERTISING 


CLASSIFIED 

ADVERTISING  MANAGER 

Progressive  newspaper  company  in 
Northwest  Illinois  is  looking  for  a 
manager  to  lead  and  merge  classified 
advertising  departments  at  two  dailies 
(25,000  combined  circulation). 

Individual  must  be  highly  organized 
and  assertive  with  experience  in 
recruitment,  real  estate  and 
automotive  advertising.  Innovation 
and  creativity  are  also  essential.  This 
position  reports  to  the  Director  of 
Sales  and  Marketing  and  will  be  a  key  ■ 
team  leader  in  the  Shaw  Newspaper 
organization. 

Comprehensive  benefits  package 
along  with  a  tremendous  quality  of  life 
in  a  beautiful  area.  Salary  and  bonus 
package  commensurate  with  experi¬ 
ence  and  abilities. 

Send  resume  to: 

John  Rung 

Director  of  Soles  &  Marketing 
Sauk  Valley  Newspapers 
312  Second  Avenue 

_ Sterling,  IL  60181 _ 

CLASSIFIED 

MANAGER 

East  coast  newspaper  seeking  very 
experienced  classified  pro.  Great 
opportunity  to  take  over  department  and 
enjoy  fast  mowth.  Send  resume,  salary 
history  ancT  cover  letter  to  Box  07647, 
Editor  &  Publisher. 

GENERAL  SALES  MANAGER 
overseeing  80,000  circulated  weekly 
shopper.  Excellent  salary  and  bene¬ 
fits  package.  Contact  Mr.  Lesnar, 
(800)  843-6805,  M-F  8-5,  CST. 


ADVERTISING 


MAJOR  ACCOUNT  MANAGER  - 
500,000  circulotior:  newspaper  in  one 
of  the  best  markets  in  the  nation  has 
only  a  small  share  of  major  account 
business  and  we  want  to  chonge  this. 
If  you  con  do  it,  send  cover  letter, 
resume  and  salary  history  to  Box 
07649,  Editor  &  Publisher. 

RETAIL  AD  MANAGER 
Small  daily  In  competitive  market  look¬ 
ing  for  leader  for  our  sales  staff.  Staff 
training  and  sales  experience  a  must. 
We  offer  a  competitive  compensation 
package,  plus  401(k|.  Send  resume 
to:  Ad  Manager,  P.O.  Box  6192, 
Pasadena,  TX  77506. 

RETAIL  ADVERTISING  MANAGER 

One  of  the  South's  leading  newspa¬ 
pers  is  looking  for  someone  who  is  a 
goal-oriented,  self-starter  with  strong 
problem  solving  aptitude.  Must  have 
ability  to  plan,  budget,  recruit, 
motivate  and  execute.  Please  send 
resume,  salary  history,  references 
and  cover  letter  to  Box  07603,  Editor 
&  Publisher. _ 

SALES  TRAINER 

Are  you  o  salesman  by  nature  and  a 
teacher  by  Inclination?  We  are  looking 
for  someone  to  teach  recruits  advertising 
and  salesmanship  out  in  the  field. 
Send  cover  letter,  salary  history  and 
resume  to  Box  07648,  Editor  &  Pub¬ 
lisher. 


SEND  E&PBOXREPUESTO: 

Editor  &  Publisher 

Classified  Ad  Dept. 

1 1  West  19th  St. 
New  York,  NY  10011 
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ACADEMIC 


ACADEA^ 


HEIP  WANTED 


_ ART/GRAPHICS _ 

GRAPHIC  ARTlST/iaUSTRATOR 

The  Repository,  o  recently 
redesigned  60,000  doily  (80,000 
Sundoy)  in  Canton,  OH  seeks  o  full¬ 
time  grophic  artist  with  newspaper 
background.  Must  be  able  to  concra- 
tuolize  information  and  produce  info¬ 
graphics  as  well  as  render  a  variety  of 
niustrotive  projects  on  a  Macintosh 
platform.  Opportunities  for  page 
design  are  included.  Proficiency  in 
Freehand  or  Illustrator,  QuarkXPress 
and  Photoshop  is  a  must.  Experience 
on  o  PixelCraft  scanner  a  plus.  A 
Goss  Colorliner  4-color  offset  press  is 
on  line.  Zone  5.  Send  work  samples 
and  resume  to: 

Lew  Sogermann,  Design  Editor 
The  Repository 
500  Markeit  Avenue,  S. 

Conton,  OH  44702 

_ ACADEMIC _ 

THE  UNIVERSITY  OF  ARKANSAS 
Division  of  Student  Services  is  receiv¬ 
ing  applications  for  the  position  of 
Advertising  Adviser  for  Student  Pub¬ 
lications.  The  position  will  report 
directly  to  the  Business  Manager/ 
Adviser  of  Student  Publications. 

Responsibilities  of  this  position  will 
include  providing  creative  os  well  as 
effective  management  to  the  advertis¬ 
ing  department  of  THE  ARKANSAS 
TRAVELER  stud  ent  newspaper 
through  recruiting,  training,  evaluating 
ond  advising  o  student  soles  staff. 

Additional  duties  will  include  supervis¬ 
ing  all  aspects  of  the  advertising  side 
or  the  newspaper  including  record 
keeping,  advertising  production  and 
monitoring  oil  soles  activity.  In  addi¬ 
tion  to  newspaper  duties,  the  advertis¬ 
ing  adviser  is  also  responsible  for  the 
production  of  the  UA  CALENDAR 

Minimum  qualifications  for  this  posi¬ 
tion  include  a  Bachelor's  degree  in 
communications,  journalism,  market¬ 
ing,  public  relations  or  related  field.  A 
Master's  degree  is  preferred,  but  not 
required. 

The  ideal  candidate  will  hove  know¬ 
ledge  of  computer  technology,  espe¬ 
cially  in  the  areas  of  advertising 
design  and  data  base  management 
on  the  Macintosh. 

At  least  one  year  of  practical  experi- 
ence  in  advertising  safes/ 
management  with  a  professional  or 
college  newspaper  or  similar  back¬ 
ground  is  required. 

Applications  ore  now  available  at  222 
Administration  Building,  University  of 
Arkansas,  Fayettevi  Ife,  AR  72701 . 
Applications  must  include  o  letter  of 
opf^ication  and  current  resume. 

APPLICATION  DEADUNE  IS 

JANUARY  19, 1996. 

The  University  of  Arkansas  is  an 
equal  opportunity,  affirmative  action 
institution.  All  applications  ore  subject 
to  public  disclosure  under  the 
Arkansas  Freedom  of  Information  Act 
and  persons  hired  must  hove  proof  of 
legof  authority  to  work  in  the  United 
States. 


_ ACADEMIC _ 

CENTRAL  COLLEGE 
Pella,  Iowa 

Media  Relations 
Coordinator 

Central  College  seeks  a  highly 
motivated  coordinator  to  plan  and 
organize  the  daily  efforts  of  o  com¬ 
prehensive  media  relations  program. 
The  coordinator  serves  as  the  pri¬ 
mary  contact  for  all  state  and  local 
media  activities;  identifies,  writes  and 
disseminates  news  and  feature 
releases;  supervises  student  writers; 
and  oversees  photo  assignments 
made  to  students  and  freelancers. 

Requirements: 

B.A.  degree  plus  two-three  years  of 
experience  (or  equivalent  com¬ 
bination)  in  journalism  or  related  field; 
photography  experience  desirable; 
exceptional  written  and  oral  commu¬ 
nication  skills;  demonstrated  ability  to 
balance  multiple  projects  under 
deadline;  record  or  positive  media 
placements;  and  contacts  within  news 
medio  community. 

Send  resume,  three  references  and 
three  writing  samples  (with  indication 
of  placement)  by  January  1 5  ta: 

Connie  Bondstra 
Human  Resource  Director 
Central  College 
812  University 
Pelb,  IA50219 

Central  College  is  on  Affirmative  Action 
and  Equal  Opportunity  Employer. 


ART/GRAPHICS 


THE  COLLEGE  OF  CHARLESTON'S 
Department  of  English  and  Commu¬ 
nication  invites  applications  for  o 
tenure-trock  assistant  professor  posi¬ 
tion  in  media  studies,  beginning 
August  1 996. 

Teaching  and  media  experience  pre¬ 
ferred.  Ph.D.  and  scholarly  potential 
required.  Four-course  semester 
teaching  load,  consisting  mainly  of 
courses  in  media  writing,  with  sum¬ 
mer  teaching  opportunities.  Send  let¬ 
ter  of  application,  resume,  transcripts, 
and  three  recommendation  letters  by 
January  31,  1996  ta  Dr.  Nan  Morrison, 
Choir,  Department  of  English  and 
Communication,  College  of 
Charleston,  66  George  Street, 
Charlestan,  SC  29424. 

Equal  Opportunity/ 
Affirmative  Action  Employer 


UNIVERSITY  OF  DETROIT  MERCY 
seeks  an  energetic  print  journalism 
liacultv  member  tar  a  tenure  track  posi¬ 
tion  (assistant  professor)..  M.A.  and 
teaching/publishing  experience 
reouired.  Teach  undergraduate  jour¬ 
nalism  courses,  advise  independent 
projects,  develop  SPJ  chapter,  co- 
odvise  weekly  campus  newspaper, 
advise  twice-annual  campus  maga¬ 
zine,  ocademic  advising  of  under- 
groduote  students.  Pending  approval 
of  funding.  University  of  Detroit  Mercy 
is  o  Catholic  University,  sponsored  by 
the  Religious  Sisters  of  Mercy  and 
the  Jesuits,  and  is  still  an  equal 
opportunity/affirmative  action 
employer.  Women  and  members  of 
minority  communities  are  encouraged 
to  apply.  Send  resume,  three  letters 
of  recommendation,  and  evidence  of 
teaching/publishing  experience  ta:  Dr. 
Vivian  I.  Dicks,  Chairperson,  Com¬ 
munication  Studies  Department,  Uni¬ 
versity  of  Detroit  Mercy,  Box  19900, 
Detroit,  Michigan,  48219.  Deadline  for 
application:  February  1 6, 1 996. 


ART/GRAPHICS 


TV  Guide,  the  nation's  largest  weekly  magazine,  has  an  opportunity 
available  within  its  Graphics  Department  for  a  Graphics  Operations 
Manager.  Responsibilities  will  include  managing  all  aspects  of  a  17- 
person  Graphics  department  and  coordinating  the  development  of  new 
projects  for  our  listings  pages,  new  black  and  white  features,  and  special 
color  inserts.  Successful  candidates  will  possess  a  BA/BS  Degree  in 
Graphic  Design  plus  10  years  combined  design/management  experience 
including  experience  with  all  aspects  of  direct-to-film  production  pro¬ 
cesses.  Proficiency  in  all  MAC  based  programs,  including  systems  man¬ 
agement,  plus  solid  managerial  skills  are  required  Effective  communica¬ 
tion  skills  are  essential.  TV  Guide  offers  competitive  salary  and  a  com¬ 
prehensive  benefits  package  including  401(k).  Interested  candidates 
should  forward  resume,  cover  letter  including  references  and  salary  his- 
tory/expectatiotts  to: 

TV  GUIDE  Magazine 

#4  Radnor  Corporate  Center 
Human  Resources  Department 
Code#1027GM 
Radnor,  PA  19088 
Equal  Opportunity  Employer 
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DIREaOR 

School  of  Journalism  &  Broadcasting 
OKLAHOMA  STATE  UNIVERSITY 
STILLWATER,  OK 

We  are  searching  for  a  forword- 
thinking,  internationally  minded 
director  who  con  lead  us  to  pro¬ 
minence  among  competitive  Big 
Twelve  medio  programs.  Our  new 
director  will  enthusiastically  support 
faculty  development,  research  and 
scholarship  and  be  able  creatively  to 
program  the  means  to  do  so.  Our 
director  will  provide  effective  lead¬ 
ership  and  advocacy  for  the  School 
within  the  university,  with  our  stu¬ 
dents  and  alumni,  with  Oklahoma 
medio  and  our  publics.  Above  oil,  our 
new  director  will  be  o  master  teocher, 
who,  os  o  global  thinker,  will 
strengthen  and  enhance  our  commit¬ 
ment  to  excellence  in  both  graduate 
and  undergraduate  teaching, 
extension  and  service  to  the  pro¬ 
fession. 

The  ACEJMC  accredited  School  of 
Journalism  and  Broadcasting  at 
Oklahoma  State  University  is  part  of  o 
public,  comprehensive  research, 
land-grant  university  enrolling  about 
20,000  students.  The  School  awards 
the  B.A.,  B.S.  and  M.S.  degrees.  The 
director  is  the  principal  administrator 
responsible  for  15  faculty,  400  under¬ 
graduates  in  four  pre-professional 
sequences  —  advertising,  broadcast 
news,  news-editorial,  and  public  rela¬ 
tions  -  and  48  graduate  students  in 
mass  communications. 

The  director  of  the  School  must 
exhibit  suitable  professional  and 
scholarly  achievements  to  be 
appointed  at  professorial  rank: 

•  outstanding  academic  record  with 
on  earned  doctorate; 

•  significant  professional  experience 
in  media-related  industry; 

•  significant  experience  in  academic 
administration  or  professional  media 
manogement; 

•  record  of  outstanding  scholarship  in 
communication-related  discipline; 

•  experieiKe  in  grant-writing  and  gain¬ 
ing  outside  funding; 

•  distinguished  natiorx]l  reputotion; 

•  high  standard  of  professional  and 
personal  ethics. 

Review  of  applications  begins 
March  1, 1996. 

Position  begins  August  15, 1996. 

Send  letter  of  interest,  cur¬ 
riculum  vitae  and  names,  addresses 
and  telephone  numbers  of  four 
references  to  Charles  Edglev,  Chair, 
Search  Committee,  School  or  Journal¬ 
ism  and  Broadcasting,  Oklahoma 
State  University,  Stillwater,  OK 
74078-4053. 

Women,  minorities  and  persons  with 
disabilities  are  encouraged  to  apply. 


We  do  not  write  os  we  wont,  but  as  we 
can. 

Somerset  Maugham 
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HELP  WANTED 


ACADEMIC 


CREIGHTON  UNIVERSITY 
Assistant  professor  to  anchor  broad¬ 
cast  news  sequence.  Ph.D.  and  five 
years  of  professional  experience  pre¬ 
ferred.  Start  August  1 996.  Appfico- 
tions  due  February  1 5.  Send  letter, 
vita,  transcripts,  three  letters  of 
reference  (directly  from  sources),  evi¬ 
dence  of  teaching  competence  and 
statement  of  research  interests  to 
James  Flannery,  choir.  Department  of 
Journalism  and  Mass  Communica¬ 
tion,  Creighton  University,  2500  Cali¬ 
fornia  Plaza,  Omaha,  NE  68178. 

AA/EEO  employer. 

ORCUIATION 

ALTERNATE  DEUVERY  MANAGER 

Southwest  Ohio  newspaper  with  o 
growing  market  looking  for  an  individ¬ 
ual  to  develop  a  successful  Alternate 
Delivery  program.  Requires  an  under 
graduate  degree  in  business  or 
equivalent  management  experience. 
Qualified  candidates  should  have  in- 
depth  knowledge  of  target  market 
circulation  strategies  and  creative  use 
of  demographic  study  results; 
excellent  interpersonal,  organizational 
and  PC  skills.  Salary  $24K  with  an 
excellent  benefits  package.  Reply  to 
Box  07640,  Editor  &  Publisher. 

BUSINESS 

DIREaOR 

National  general  purpose  monthly 
magazine  with  small  circulation  and 
large  reputation  needs  a  creative  Busi¬ 
ness  Director  who  can  translate 
reputation  into  circulation.  Pay  scale 
modest  but  success  in  job  will  bring 
comparable  increases.  If  interested, 
please  send  resume  and  salary 
requirements  to  Box  07644,  Editor  & 
Publisher. 


CIRCULATION 


CIRCULATION/ 
HOME  DELIVERY 
MANAGEMENT 


Daily  News  seeks  an  experienced  circula¬ 
tion  manager  to  administer  field  and 
training  operations  to  its  home  delivery 
staff.  Responsibilities  include  all  aspects 
of  newspaper  home  delivery  sales,  cus¬ 
tomer  service  and  distribution. 

Required  skills:  3-5  years  solid  supervi¬ 
sory  experience;  strong  PC  analytical  and 
communication  skills:  knowledge  of  the 
NY  metro;  knowledge  of  circulation  sys¬ 
tems  and  a  college  degree. 

Offering  competitive  salary  and  benefits 
package.  For  consideration,  submit 
resume  and  salary  history  to: 

DAILYeNEWS 

Nn>  Ywfc'i  tlwtu—  Nrw 

Daily  News,  L.P, 

Recruiter:  Home  Delivery  Manager, 
450  West  33rd  Street, 

New  York,  NY  10001-2681. 

Equal  Opportunity  Employer 


_ CIRCULATION _ 

CIRCULATION  MANAGER 
Great  opportunity  for  career  minded 
individual.  Rapidly  expanding  and 
highly  successful  group  of  weeklies  is 
seeking  an  experienced  circulator  to 
join  our  dynamic  team.  Must  be 
knowledgeable  in  both  hand  and  mail 
delivery  systems.  Salary  $26K  with 
an  excellent  benefits  package.  Box 
07504,  Editor  &  Publisher. 

CIRCULATION  ZONE  MANAGER 
Metro  in  Zone  5  is  seeking  an  experi¬ 
enced  circulation  manoger  to  join  our 
team.  Candidates  must  have  a  mini¬ 
mum  of  five  years  of  circulation  man¬ 
agement  experience  with  emphasis  in 
home  delivery,  sales  and  alternate 
delivery.  Sales  and  marketing  back¬ 
ground  and  experience  working  in  a 
union  environment  preferred.  College 
degree  desired.  Excellent  salary  and 
benefits  package.  Please  send 
resume,  cover  letter  and  salary  his¬ 
tory  to  Biox  07643,  Editor  &  Publisher. 

HOME  DEUVERY  MANAGER 

25,000-plus  resort  area  daily  (Zone  8) 
seeks  a  manager  who  can  increase 
circulation  and  customer  satisfaction 
while  raising  sights  of  district  man¬ 
ager  staff  of  seven.  Growth  market; 
strong  product;  director  who  will  let 
you  run  show.  If  you  work  hard,  stand 
firm  with  managers  in  five-county 
region  and  read  the  numbers,  this  is 
the  newspaper  where  you  can  make 
your  mark.  Competitive  salary, 
401  (k),  good  benefits.  Reply  to  Box 
07653,  Editor  &  Publisher. 

SALES  &  MARKETING  MANAGER 
Outstanding  opportunity  in  the  Circula¬ 
tion  department  of  Fairfield  County 
dailies  for  an  experienced  sales  & 
marketing  professional.  Oversee 
department's  sales  and  marketing 
efforts  through  telephone  sales,  direct 
mail,  newspapers  in  education,  car¬ 
rier  promotion,  DSM  and  single  copy 
promotion.  Excellent  interpersonal, 
communication  skills  as  well  as 
Strang  supervisory  skills  required.  Fax 
resume  ta  Karen  Vaught,  (203)  964- 
371 1 ,  or  send  to:  The  Advocate/ 
Greenwich  Time,  75  Tresser  Blvd., 
Stamford,  CT  06904. 

SINGLE  COPY 
SALES  MANAGER 

The  Palm  Beach  Post  is  seeking  an 
aggressive,  goal-oriented  Single 
Copy  Sales  Manager.  The  right  can¬ 
didate  will  have  a  proven  track  record 
in  all  aspects  of  single  copy  sales  and 
be  able  ta  develap  and  implement  a 
sales  and  marketing  plan  to  maximize 
single  capy  sales.  If  you  have  5  years 
of  single  copy  sales  experience;  pra- 
ven  leadership,  arganizational  and 
sales  skills;  send  a  letter  with  your 
resume  and  salary  requirements  to 
Palm  Beach  Newspapers,  Inc.,  Attn: 
Gary  Evans,  P.O.  Bax  24700,  West 
Palm  Beach,  FL  33416-4700. 

Morality,  when  hrmal,  devours. 

Albert  Camus 


CIRCULATION 


CIRCULATION 

MANAGER 

The  Mail  Tribune,  a  30,000  circulotian 
AM  daily  newspaper  in  southern 
Oregon  has  a  great  appartunity  in  a 
growing  market  for  an  aggressive, 
creative  circulatian  manager  to  man¬ 
age  a  staff  af  seventeen  full  and 
part-time  sales,  service  and  office 
personnel.  Position  requires  respon¬ 
sibility  for  all  aspects  of  circulation. 
Must  have  proven  sales  and  service 
experience,  ability  ta  develap 
innavative  marketing  programs  for 
single  copy  and  home  delivery  needs, 
and  strong  managerial  skills.  Join  an 
aggressive  professional  team  and  live 
in  a  region  known  for  its  outdoor 
beauty,  quality  of  life  and  recreational 
opportunities. 

Send  resume  and  salary  requirements  to: 
Mail  Tribune,  Human  Resaurces  Dept., 
P.O.  Box  1 108,  Medford,  OR  97501 . 

_ EOE _ 

OPPORTUNITY  KNOCKS! 

Circulation  manager  needed  for  a 
growing  small  daily  newspaper.  Need 
someone  who  can  spark  circulation 
growth  and  spoil  our  readers  with  top 
notch  service.  Excellent  benefits 
package.  Salary  commensurate  with 
experience  and  ability. 

If  you  have  a  successful  circulation  track 
record  and  would  like  ta  climb  the  ladder 
of  success  within  our  growing  company, 
send  resume  to  Box  07641,  Editor  & 
Publisher. 


CIRCULATION 


CIRCULATION 

SYSTEMS 

DIRECTOR 


The  Daily  News  is  seeking  a  professional 
for  its  Jersey  City  location  who  has  full 
knowledge  of  project  life  cycle  and  systems 
development  methodology.  Primary 
responsibility  will  be  to  oversee  imple¬ 
mentation  of  a  new  circulation  infomtation 
system.  Responsibilities  also  include 
conducting  business  reviews,  and  provid¬ 
ing  supervision,  leadership  and  consulting 
as  required;  conducting  users  training 
sessions:  providing  advice  on  application 
design  and  specifications. 

Must  have  5-10  years  general  business 
background;  strong  technical  knowledge 
of  IBM  mainframe,  client/server  technology 
and  relational  database  management 
systems.  Excellent  analytical  skills  and 
verbal  communications  essential.  Must  be 
able  t6  handle  concurrent  projects  under 
tight  deadlines.  Masters  degree  preferred. 
Offering  competitive  salary  and  benefits 
package.  For  consideration,  submit 
resume  and  salary  history  to  : 

DAILYbNEV^ 

Nt«  Yorfe'i  II■IIW^^W^  Ptptt 

Daily  News,  L.P, 

Recruiter:  Circ  Sys  Dir, 

450  West  33rd  Street. 

New  York.  NY  10001-2681. 

Equal  Opportunity  Employer 


_ CIRCULATION _ 

THE  NATIONS  LARGEST  PUB¬ 
LISHER  of  Photo  Guides  and 
Classified  Magazines  has  a  position 
available  as  an  OPERATIONS  MAN¬ 
AGER.  This  newly  created  position 
provides  a  great  opportunity  for 
growth  and  advancement  in  the  pub¬ 
lishing  industry.  This  person  will  be 
responsible  for  the  implementation  of 
distribution  programs,  while  support¬ 
ing  field  offices  with  their  fulfillment 
needs. 

Candidates  for  this  position  must 
have  five  years  of  circulation/ 
distribution  experience.  In  addition, 
candidates  must  be  self-motivated 
and  with  a  high  degree  of  self- 
discipline.  This  position  will  require  an 
extensive  amount  of  travel.  The  ideal 
candidate  will  hove: 

•Ability  to  handle  multiple  tasks  and 
projects  simultaneously. 

•Excellent  written  and  oral  communi¬ 
cation  skills. 

•Previous  word  processing  and 
spreadsheet  skills. 

•Proven  ability  dealing  with  retailer 
needs  through  the  grocery  and  conve¬ 
nience  stare  industries. 

•Excellent  problem  solving,  organiza¬ 
tional  and  people  skills. 

Our  company  offers  competitive  com¬ 
pensation,  bonus  and  benefits 
package.  Equal  Opportunity 
Employer.  Drug/Health  Testing 
Employer.  Send  resume  and  salary 
requirements  to:  Division  Director, 
Department  4006,  P.O.  Box  2576, 
Norfolk,  VA  23501. 

ZONE  SALES  MANAGER 

Skilled  manager  needed  to  join  the 
aggressive  management  team  in  The 
Baltimore  Sun's  Circulation  depart¬ 
ment. 

This  is  a  MIDDLE  MANAGEMENT 
POSITION  responsible  for  devel¬ 
oping,  organizing  and  administering 
the  sales  of  our  newspapers  through 
independent  distributors. 

Potential  compensation  package  is 
42K  including  salary  and  bonus,  plus 
304/miles  auto  reimbursement  and 
merit  raises.  Benefits  include: 

•Your  choice  of  four  medical  plans. 

•Life  Insurance,  Dental  Benefits,  Long 
Term  Disability  Benefits. 

•Savings  Investment  Plan,  Pension 
Plan 

•Education  Assistance 
•Paid  Vacation 

•A  career  opportunity  where  promo¬ 
tions  are  based  on  merit! 

College  degree  with  proven  track 
records  in  sales  and  successful  man¬ 
agement  experience  required. 

Call  (410)  832-0448  24  hours  a  day 
and  record  a  brief  resume.  An  equal 
opportunity  employer  M/F/V/D. 

This  is  the  ballad  of  Johnny  Rotten... 

Neil  Young 
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HELP  WANTED 


EDITORIAL 

ARTS  WRITER 


EDITORIAL 


CIRCUIATION 


SALES  &  MARKETING  MANAGER 
Experienced  Manager  needed  to  plan 
and  manage  sales  and  marketing  of 
Boston  Globe  home  delivery.  Develop 
monthly  sales  schedules  using 
telemarketing,  direct  moil,  in-paper 
advertising  and  other  resources  to 
achieve  Globe  sales  objectives  within 
prescribed  budgets.  Works  closely 
with  telemarketing,  sales  promotion, 
circulation  and  outside  vendors  to 
achieve  objectives.  A  college  degree, 
preferably  in  marketing,  is  require  as 
well  os  strong  planning  and  analytical 
skills.  Salary  commensurate  with 
experience.  Forward  resume  and 
salary  requirements  to: 

Employment  Department 
Community  Newsdealers,  Inc. 

P.6.  Box  537, 

Wolthgm,  MA  02254-0537 

DATA  prcx:essing 

USER  SUPPORT  SPECIAUST 
The  Columbus  Dispatch  currently  has 
a  full-time  position  available  in  our 
data  processing  department.  Position 
is  involved  with  the  development, 
maintenance  and  user  support  of  com¬ 
puterized  production  systems.  Appli¬ 
cant  is  required  to  know  Macintosh, 
Unix  networks,  QuarkXPress, 
Photoshop  and  have  a  flair  for  deal¬ 
ing  with  users  in  deadline  situations. 
Successful  applicants  will  hove  a 
bachelor's  degree  in  journalism,  com¬ 
puter  science  or  an  equivalent  com¬ 
bination  of  education  and  experience. 
Knowledge  of  Atex-based  systems  is 
a  plus.  Will  be  required  to  work 
primarily  night  hours.  Competitive 
salary  and  company  paid  benefits. 
Interested  applicants  please  submit 
resume  or  apply  in  person  to: 

THE  COLUMBUS  DISPATCH 
Human  Resources  Department 
34  S.  Third  Street 
Columbus,  OH  4321 5 
An  Equal  Employment 
Opportunity  Employer 

EDITORIAL 

AWARD-WINNING  Small  Daily  seeks 
City  Editor  with  sharp  editing  skills 
and  strong  news  judgment  to  help 
manage  young  staff.  Excellent  work¬ 
ing  conditions  in  fast-growing  Zone  3 
area.  Send  resume  and  clips  to 
Managing  Editor,  Box  07651,  Editor  & 

Publisher. _ 

65,000-CIRCULATION  DAILY  in 
Ogden,  Utah,  seeks  an  assistant 
features  editor.  Looking  for  a  candi¬ 
date  who  can  swing  from  copy  edit¬ 
ing;  to  selecting  wire  stories;  to 
interviewing  authors;  to  helping  shape 
coverage  of  entertainment,  food  and 
features.  Send  resume  and  cover  let¬ 
ter  including  your  ideas  on  what 
makes  a  great  feature  section.  Send 
to  Vanessa  Zimmer,  features  editor, 
Standard-Examiner,  P.O.  Box  951, 
Ogden,  UT  84402. 


Try  as  hard  as  we  may  hr  perfection, 
the  net  result  of  our  labors  is  an 
amazing  variety  of  imperfectness.  We 
are  surprized  at  our  own  versatility  in 
being  able  to  hil  in  so  many  different 
ways 

Samuel  Crothers 


EDITORIAL 


ASSISTANT  EDITORS 

New  Times  is  looking  for  writer- 
editors  to  fill  immediate  openings  at 
our  award-winning  weekly  newspa¬ 
pers  in  Phoenix,  Miami  and  Houston. 

The  assistant  editor  position  requires 
fine  writing  skills  and  the  ability  to  edit 
reviews,  news  and  feature  material. 
(Phoenix  applicants  need  a  solid  back¬ 
ground  in  the  arts;  Houston  appli¬ 
cants  should  be  news-oriented.)  We 
want  editors  who  can  craft  a  compel¬ 
ling  narrative,  work  well  with  writers 
and  help  us  maintain  the  high  quality 
of  our  publications. 

Qualified  applicants  will  hove  at  least 
two  years  of  post-college  editing 
experience;  those  with  liberal  arts 
backgrounds  are  encouraged  to 
apply.  The  interview  process  will 
incfude  an  extensive  editing  test. 

Send  a  cover  letter,  a  resume  and 
your  best  clips  to: 

Christine  Fleming 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 
Denver,  CO  8021 7 
No  phone  calls,  please. 


COMMUNICATIONS 


We're  looking  for  an  energetic, 
experienced  writer  to  report  on  the  arts 
scene  and  popular  culture.  The  right 
person  for  this  job  is  an  excellent  writer 
who  can  spot  trends,  wow  us  with  ideas, 
and  develop  thoughtful  pieces  on  topics 
ranging  from  opera  to  Oprah.  We 
want  someone  who  writes  with 
passion  about  movies,  TV,  theater, 
pop  culture  and  the  visual  arts.  Also, 
experience  in  arts  and  entertainment 
criticism  preferred.  The  Capital 
Region  of  upstate  New  York  has  a 
strong,  diverse  local  arts  and  enter¬ 
tainment  base  year-round.  And  in  the 
summer  it  also  is  home  to  some  of 
the  nation's  top  arts  groups.  Send 
your  thoughts  on  such  a  role  along 
with  your  resume  and  clips  to  Karen 
Potter,  executive  features  editor, 
Times-Union,  Box  150(X),  Albany,  NY 

12212. _ 

BUSINESS  REPORTER 

One  of  the  nation's  fastest  growing 
business  weeklies  needs  aggressive 
reporter  whose  writing  sparkles  and 
who  understands  a  balance  sheet. 
Send  resume  and  clips  to  Lance 
Ignon,  The  Business  Press,  3281 
Guasti  Road,  Suite  440,  Ontario,  CA 
91761. 


COMMUNICATIONS 


DIRECTOR  OF 
COMMUNICATIONS 

The  Fuqua  School  of  Business,  one  of  the  world’s  premier 
graduate  business  schools,  seeks  candidates  for  the  new  posi¬ 
tion  of  Director  of  Communications. 

The  Director  will  develop  and  implement  a  strategic  plan  to 
expand  and  enhance  communications,  publications  and  public 
relations  with  Fuqua’s  international  partners.  The  Director 
will  interact  regularly  with  international  and  national  media, 
corporate  leaders,  top  research  faculty  and  Fuqua’s  Dean  and 
Associate  Deans.  The  position  reports  to  the  Etean  and  man¬ 
ages  the  Director  of  Public  Relations  and  Publications  and 
the  Administrative  Assistant  -  Communications. 

The  position  requires  an  individual  who  possesses  excellent 
experience  and  related  academic  credentials  in  the  conduct  of 
a  major  communications  program.  Experience  in  advertising 
and/or  public  relations  with  an  MBA  or  related  degree  would 
be  an  example  of  appropriate  experience. 

Interested  candidates  should  send  resume  and  list  of  refer¬ 
ences  no  later  than  January  3 1 ,  1996  to:  Search  Committee, 
Director  of  Communications,  Duke  University,  P.O.  Box 
90496,  Durham,  N.C.  27708. 

Duke  University  Is  An  Equal  Opportunity/ 

Affirmative  Action  Employer. 


CALIFORNIA  WEEKLY  on  the  Mon¬ 
terey  Peninsula  seeks  versatile 
reporter  with  strong  writing  skills 
QuarkXPress,  photography  experi¬ 
ence  a  plus.  Send  resume,  cover  let¬ 
ter,  clips  to  Doug  Thompson,  Carmel 
Pine  Cone,  P.O.  Box  G-1,  Carmel. 
CA  93921. _ _ 

CITY  EDITOR  -  Progressive  six-day, 
20,500  PM  in  southern  Oregon  recrea¬ 
tion  area  seeks  city  editor.  Ideal  can¬ 
didate  will  have  three  years  experi¬ 
ence  in  editing,  or  extensive  reporting 
experience.  QuarkXPress,  design 
ability  a  plus.  Resume,  work  samples 
and  statement  of  news  philosophy  to 
Bart  Smith,  editor.  The  News-Review, 
P.O.  Box  1248,  Roseburg,  OR  97470. 

Fox  (503)  957-4203. _ 

COPS/COURTS  Reporter  for  Central 
Florida  twice  weekly.  Experience  pre¬ 
ferred,  but  will  consider  recent  gradu¬ 
ate.  Send  resume,  clips  and  salary 
requirements  to  Osceola  News- 
Gazette,  P.O.  Box  422068,  Kissim¬ 
mee,  FL  34742. 


CREATIVE,  AGGRESSIVE,  prog¬ 
ressive  Knight-Ridder  newspaper  is 
specifically  seeking  EXPERIENCED 
copy  editors,  artists,  designers  and 
photographers  who  are  gay,  lesbian 
and  people  of  color. 

No  jobs  at  the  moment,  but  a  high  priority 
on  additional  diversity  means  having  your 
resume,  samples  and  a  letter  about 
your  particular  skills  and  interests  in 
hand  ASAP.  If  you've  got  supervisory 
experience  and/or  interest,  please 
soy  so!  Reply  to  Box  07636,  Editor  & 
Publisher. 
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HELP  WANTED 


_ EDITORIAL _ 

EDITOR  FOR  7,000  circulation 
county  seat  weekly.  Strong  writing, 
editing,  photography,  layout  and 
supervisory  skills  necessary.  Sense 
of  humor  and  good  teom-ouilding 
skills  o  must.  Responsible  For  staff  cn 
four.  Salary  dependent  on  experi¬ 
ence.  Sena  cover  letter,  including 
salary  expectations,  resume  and  clips 
to  Cheryl  Koechele,  publisher, 
Allegan  Count)-  News,  P.O.  Box  189, 

Allegon,  Ml  49010.  _ 

EDITOR  for  new  weekly  newspaper 
on  Carolina  Coast.  Weekly  newspa¬ 
per  experience  preferred.  Pagination 
and  photographic  knowledge 
required.  Send  resume  and  Nvork  sam¬ 
ples  to  P.O.  Box  598,  Hatteras,  NC 
27943. 

EDITOR,  PUBLICATION  -  Plan  and 
direct  editorial  activities  of  ethnic 
weekly  newspaper.  Evaluates  reports 
for  publication.  Assign  reporters  to 
cover  Asian  Indian  events.  Interview 
Indian  dignitaries  and  news  sources 
in  U.S.  Organize  written  and  visual 
material  for  composition  end  layout. 
Must  hove  two  years  experience  in 
job  offered  or  two  years  experience 
as  News  Reporter  (Indian  Ethnic). 
Experience  to  include  reporting  or 
editorial  news  supervision  of  Asian 
Indian  social,  cultural  and  political 
issues.  Must  read,  speak  and  write  in 
Hindi.  Supervise  two  employees.  40 
hrs/wk.  9:30  a.m.  to  6:30  p.m.  (One 
hour  lunch),  Solary  $400/wk.  Must 
have  proof  of  legal  authority  to  work 
in  the  U.S.  Apply  in  person,  or  by 
resume  to:  Georgia  Department  of 
Labor,  Job  Order  #GA5930559,  2943 
N.  Druid  Hills,  Atlanta,  GA  30329- 
3909  or  the  nearest  Department  of 
Labor  Field  Service  Office.  An 
employer  paid  ad. 

EDITORS  &  WRITERS  WANTED. 
Monthly  bulletin  lists  200-t  current 
openings  nationwide.  Entry/early 
career.  Writer-Editor-EP,  P.O.  Box 
40550,  5136  MacArthur,  Washington, 
DC  20016;  (703)  506-4400. 


ENTRY  TO  SENIOR  JOBS  in  Jour¬ 
nalism,  Writing,  Public  Relations  and 
Advertising  open  throughout  the  U.S. 
(all  non-sales  positions).  Full-time, 
temporary,  internships  and  freelance. 
For  free  newsletter  call  (310)  792- 
1313. 

HEALTH-MEDICAL  REPORTER 

Av/ard-winning  60,000-circulation 
newspaper  in  Big  Ten  University  com¬ 
munity  is  seeking  an  aggressive 
reporter  with  experience  covering 
healthcare/ medical/science  issues. 
Must  be  able  to  translate  cutting-edge 
medical  research  into  stories  that  the 
non-Ph.D.  reader  can  understand.  Com¬ 
puter-assisted  reporting  skills  also 
needed. 


_ EDITORIAL _ 

EXECUTIVE  EDITOR 

Dynamic  National  Health  Care  pub¬ 
lisher  seeks  executive  editor  for  semi¬ 
monthly  business  magazine.  We  are 
looking  for  a  creative,  team-oriented 
editor  with  an  excellent  knowledge  of 
health  care.  Must  be  a  strategic 
thinker  with  excellent  written  and  oral 
communication  skills,  and  planning 
and  organizational  skills.  A  successful 
candidate  will  have  at  least  5  years 
experience  managing  a  magazine 
staff  preferably  a  healthcare  pub¬ 
lication,  some  budgeting  experience, 
plus  a  public  speaking  background. 
Travel  required.  We  offer  an  attractive 
compensation  package.  Send  resume 
with  clips  to  Human  Resources, 
AHPI,  737  N.  Michigan  Avenue, 
#700,  Chicago,  IL  6061 1 . 

EOE,  M/F/D/V  ‘ 


IMMEDIATE  OPENINGS 
1 8,000  circulation  newspaper  judged 
as  Pennsylvania's  top  1995  daily 
seeks: 

•Lifestyles  editor;  must  be  energetic 
innovator  with  flair  for  organization. 
Knowledge  of  QuarkXPress  helpful. 

•Copy  Editor  and  Two  Reporters  to  fill 
expansion  slots  For  a  new  Sundoy  edi¬ 
tion. 

Please  submit  resume,  layout  and 
writing  samples  and  references  to 
Carol  Talley,  editar.  The  Sentinel, 
P.O.  Box  130,  Carlisle,  PA  17013. 

LOCAL  EDITOR 

We're  seeking  an  experienced 
newsroam  manager  to  be  Local 
Editor  of  the  Utica,  NY  Observer- 
Dispatch,  a  52,000  AM  Gannett  daily 
near  the  picturesque  Adirondacks. 
The  Local  Editor  assists  the  Metro 
Editor  in  assigning,  supervising  and 
editing  the  lacal  news  report.  Ideal 
candidate  is  a  well-arganized, 
energetic  and  inspirational  editor  who 
puts  readers  and  their  interests  First. 
Strong  editing  and  people  skills  a 
must.  Send  examples  of  your  best 
work  in  the  post  week  (plus  any  sup¬ 
porting  materials)  to  Rick  Jensen, 
editor.  Observer- Dispatch,  221 
Oriskany  Plaza,  Utica,  N.Y.,  13501. 
We  value  diversity. 

MANAGING 

EDITOR 

Creative  news  professional  sought  to 
oversee  the  news  gathering,  editing 
and  packaging  of  aggressive  dailv  in 
fiercely  competitive  Zone  2  market. 
The  successful  candidate  will  be  able 
to  motivate  a  staff,  design  pages, 
lead  an  investigation  and  run  a 
newsroom  of  award-winning 
journalists.  This  individual  should 
have  extensive  daily  newspaper 
management  experience,  proven  peo¬ 
ple  skills  and  a  vision  for  excellence. 


Respond  promptly  with  let¬ 
ter,  resume  and  4-5  clips  to:  Metro 
Editor  Rick  Fitzgerald,  The  Ann  Arbor 
News,  P.O.  Ek)x  1 1 47,  Ann  Arbor,  Ml 
48106-1147. 


Candidates  should  send  recent 
copies  of  their  newspaper,  resume 
and  a  letter  outlining  their  newspaper 
philosophy  to  Box  07642,  Editor  & 
Publisher. 


_ EDITORIAL _ 

INTERN.SHIP  IN 
CIVIC  JOURNAUSM 

Strengthening  the  connections 
between  newspapers  and  the  com¬ 
munities  they  serve  is  one  of  our 
industry's  most  critical  tasks.  The 
Spokesman-Review,  an  early  pioneer 
in  the  civic  journalism  effort,  is  looking 
For  someone  interested  in  learning 
how  best  to  utilize  the  newspaper  as 
a  tool  for  building  civic  participation. 

With  funding  provided  by  the  Pew 
Center  for  Civic  Journalism,  The 
Spokesman-Review  will  train  and 
develop  an  interested  journalist  in 
some  of  the  best  practices  of  civic 
journalism. 

Bringing  more  voices  to  the  editorial 
pages,  helping  organize  public 
forums  on  critical  community  topics, 
and  building  relationships  between 
the  newspaper  and  those  who  are  at 
risk  of  going  'off  the  grid"  of  democracy 
will  be  the  primary  tasks  of  this  job. 

Candidates  should  have  some  jour¬ 
nalism  experience,  strong 
interpersonal  skills,  including  public 
speaking,  solid  writing  and  editing 
clips  and  be  willing  to  take  a  risk. 

In  return,  you  will  spend  a  year  work¬ 
ing  in  a  creative  newsroom  in  the 
beautiful  Pacific  Northwest  among 
some  of  the  people  who  have  thought 
most  deeply  about  the  role  of 
journalists  in  public  life. 

Send  a  cover  letter  and  resume  to 
Rebecca  Nappi  or  Doug  Floyd, 
interactive  editors,  999  W.  Riverside, 
Spokane,  WA  99201 . 

MANAGING  EDITOR  for  Adirondack 
Explorer,  a  new,  tabloid-style  monthly 
covering  the  environment,  people, 
politics,  natural  history,  and  outdoor 
recreation  offerings  of  northern  one- 
fifth  of  New  York  State-  the  largest 
American  park  outside  Alaska.  Edit¬ 
ing,  headline  writing  and  reporting 
experience  required.  Layout  and 
design  skills  helpful.  Send  resume 
and  samples  to  Dick  Beamish,  28 
Munsill  Avenue,  Bristol,  VT  05443. 

National  Sports  Jobs  Weekly,  PO  Box 
5725  Glendale  AZ  85312  (602)  933- 
4345,  http://www.sportsjobs.com,  4 
Issues  (or  $39,  1 2  Issues  for  $89. 

NEWS  EDITOR  -  news  veteran  with  a 
commitment  to  excellence  sought  to 
help  make  our  award-winning,  twice- 
weekly  cammunity  newspaper  even 
better.  Exceptional  editing,  headline¬ 
writing  and  story  development  skills  a 
must. 

Send  resume  and  writing  sam¬ 
ples  that  reflect  your  work  to  Randy 
Bergmann,  managing  editor.  The  Prin¬ 
ceton  Packet,  Inc.  (E&P),  P.O.  Box 
350,  Princeton,  NJ  08542. 

EOE/M/F/D/V 


Love,  and  do  what  you  like. 

Saint  Augustine 


_ EDITORIAL _ 

NEWSROOM 

LEADERS 

Wanted:  Two  high-level,  hands-on 
newsroom  leaders  to  direct  our  Busi¬ 
ness  and  Entertainment  staffs  and  com¬ 
plete  our  newsroom  restructuring. 
We're  seeking  senior  editors  with  a 
track  record  of  innovation,  nationally 
ranked  work  and  four  years  of  man¬ 
agement  experience  ta  take  our 
SABEW-award-winning  business  sec¬ 
tions  and  Missouri  Lifestyle-winning 
entertainment  sections  to  the  next 
level.  The  Pioneer  Press,  a  KR  paper 
in  the  highly  livoble  Twin  Cities,  seeks 
the  best.  Apply  with  cover  letter,  6 
work  samples  to  Virginia  Dahm, 
senior  editor  search.  Pioneer  Press, 
345  Cedar  St.,  Saint  Paul,  MN  55101 . 

NIGHT  ASSIGNMENT  EDITOR 

A  25,000  circ.,  community-oriented 
capital  city  daily,  needs  a  night  assign¬ 
ment  editor.  We're  looking  for 
someone  who  can  work  with 
reporters  to  craft  well-rounded,  well- 
written  stories  on  deadline.  You  need 
a  nose  For  news,  but  must  be  able  to 
balance  aggressiveness  with  com¬ 
passion.  Send  qualifications  and  work 
samples  to  Michael  Pelrine,  editor, 
Delaware  State  News,  P.O.  Box  737, 

Dover,  DE  19901. _ 

PAGE  DESIGNER  AND 

PHOTO  EDITOR 

We're  wowed  by  our  new  state-of- 
the-art  Flexo  presses  and  Quark- 
based  pagination  system.  We  think 
you  will  be  too.  If  you  are  a  serious 
journalist  who  can  help  us  make  the 
most  of  our  design  and  reproduction 
capabilities,  apply  for  one  of  these 
jobs:  1 )  a  news  designer  to  upgrade 
our  metro  section  (design  and  QuarkX¬ 
Press  experience  a  must).  2)  a 
picture  editor  to  motivate  photo¬ 
graphers  and  get  great  pictures  on 
the  printed  page  (photo  editing  and 
shooting  experience  required).  Send 
resumes  and  portfolios  to  David 
Pickel,  The  News  &  Observer,  215  S. 
McDowell  Street,  Raleigh,  NC  27601 . 

PR  WRITERS 

Rare  opportunity  for  individual  with 
strong  oral  and  written  communica¬ 
tion  skills  to  work  in  hands-on  learn¬ 
ing  environment  at  highly-specialized 
Stamford  PR  firm.  1-2  years  of  expe¬ 
rience. 

Fax  resume  to  Nancy  (21 2)  420-1751 . 

REPORTER  for  Aspen  CO  Daily. 
Emphasis  on  enterprise,  hard  news 
work.  Prefer  daily  experience. 
Resumes  to:  P.O.  Box  DD,  Aspen,  CO 
81612. 


SEND  E&PBOXREPUESTO; 

Editor  &  Publisher 
Classified  Ad  Dept. 

11  West  19th  St. 
New  York,  NY  10011 
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REPORTERS 

The  Kansas  City  Star  is  seeking 
reporters  for  projected  openings  in  its 
twice-weekly  suburban  community 
newspapers.  These  jobs  are  well- 
suited  to  recent  college  grads  or 
reporters  with  a  year  of  experience  at 
a  small  town  newspaper. 

These  jobs  last  24  months  and  are  a 
chance  to  cover  news  and  write 
features  while  building  a  solid  clip  file. 
Starting  salary:  $355/ week.  Standard 
company  benefits. 

Candidates  shauld  have  a  college 
degree.  They  also  should  have  spent 
a  year  on  a  snnall  town  paper  or  have 
completed  at  least  one  summer 
internship.  Our  most  successful  appli¬ 
cants  have  had  summer  jobs  on  both 
small  town  papers  and  metros. 
Women,  minorities  and  disabled 
persons  are  encouraged  to  apply 

Please  send  cover  letter,  resume,  list 
of  references  and  copies  of  your  1 0 
best  clips  (no  originals,  please)  to 
Michael  Nelson,  managing  editor/ 
Johnson  County,  The  Kansas  City 
Star,  8455  College  Blvd.,  Overland 
Park,  KS  66210. 

No  telephone  calls,  please 

ROOM  TO  WRITE 

New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoe¬ 
nix,  Denver,  Miami,  Dallas,  Houston 
and  Son  Francisco.  We  publish  in- 
depth,  well-crafted  stories  that 
explare  the  issues,  events  and 
personalities  that  make  our  com¬ 
munities  tick.  Our  stories  inform  and 
entertain  readers,  provoke  strong 
reactions  and  win  national  awards. 

If  you  understand  the  difference 
between  magazine-style  reporting 
and  the  hurried  fact-finding  of  daily 
papers,  if  your  copy  is  as  much  a 
pleasure  to  read  as  i't  is  well 
researched,  we  want  to  hear  from 
you.  There  are  immediate  openings 
tor  serious,  issue-oriented  news 
writers  in  Denver,  Houston  and  San 
Francisco.  We  also  need  another 
Spanish-speaking  reporter  (news  or 
feature)  in  Miami. 

New  Times  is  committed  to  building  a 
diverse  workforce  and  acknowledges 
the  needs  of  employees  with  young 
families.  We  offer  competitive  salaries 
and  benefits... and  all  the  space  you 
need  to  put  the  news  in  perspective 
and  tell  a  good  story. 

Send  all  applications 
(no  phone  calls,  please)  to: 

Christine  Fleming, 

Executive  Managing  Editor 

New  Times,  Inc. 

P.O.  Box  5970 

Denver,  CO  80217 

Include  c  cover  letter;  a  resume;  your 
best  clips;  and  three  well-developed, 
tightly  focused  story  ideas  from  vour 
town  that  you'd  pursue  if  you  had  the 
time  and  the  space. 


_ EDITORIAL _ 

SPECIAL  SECTION  EDITOR 

Become  a  team  player  at  one  of 
Michigan's  Best  Newspapers  as  our 
Special  Section  Editor.  This  newly 
created  position  requires  a  high 
energy,  creative  professional  to  refine 
current  special  section  agenda  and 
augment  with  new  ideas.  Close  asso¬ 
ciation  with  advertising  and  prod¬ 
uction  departments  as  well  as  com¬ 
munity  will  be  part  of  the  fun.  A 
degree  in  journalism,  proficiency  with 
QuarkXPress  and  a  minimum  of  2 
years  of  reporting  experience  is 
required. 

Please  send  letter,  resume  and  salary 
history  to  Kerry  Davis,  retail  advertis¬ 
ing  manager.  The  Oakland  Press, 
P.O.  Box  560,  Ortonville,  Ml  48462. 

SPORTS  LAYOUT/COPY  EDITOR 
The  Star  Tribune  in  Minneapolis  has 
two  openings  now.  We  need  a  top- 
notch  layout  editor  with  page  design 
experience,  strong  news  judgment 
and  ability  to  work  well  on  deadline  in 
a  fast-paced,  high-pressure  environ¬ 
ment.  Also  seeking  an  experienced 
sports  copy  editor.  Send  letter, 
resume  and  work  samples  to  Tim 
Wheatley,  sports  section  coordinating 
editor,  425  Portland  Avenue,  Min¬ 
neapolis,  MN  55488. 

SPORTS  lAYOUT/COPY  EDITOR 

The  Post-Crescent  in  Appleton,  Wl 
seeks  an  experienced  slot  person 
with  strong  page-design  skills  and 
news  judgment.  We're  a  62,500/ 
78,000  paper  with  a  sports  section 
judged  the  state's  best  of  any  size  the 
last  two  years.  Send  resume,  work 
samples  and  references  to  Larry 
Gallup,  sports  editor,  P.O.  Box  59, 
Appleton,  Wl  5491 2. 

SPORTS  LAYOUT  EDITOR 
A  progressive  7-day  AM  wants  top- 
quality  design  editor  to  liven  up  sports 
section.  Position  requires  pagination 
experience  and  creative  layout  ability. 
Send  resume  and  work  samples  to 
Lee  Lewis,  executive  sports  editor, 
Waterbury  Republican-American,  389 
AAeadow  St.,  Walerbuty,  CT  06722. 

SPORTS  WRITER/EDITOR  for  East¬ 
ern  New  Mexico  daily.  Must  thrive  on 
local  sports.  Mike  Wheeler,  managing 
editor,  Clovis  News  Journal,  P.O.  Box 
1689,  Clovis,  NM  88101.  (505)  763- 
3431 ,  ext.  28,  Fox  (505)  763-3879. 
SPORTS  EDITOR 

Lead  a  staff  of  five  in  producing  a  sec¬ 
tion  for  a  community  with  equal 
interest  in  participatory  sports,  youth 
sports,  and  college  and  pro  sports. 
Position  requires  at  least  five  years  of 
daily  newspaper  experience,  includ¬ 
ing  at  least  one  year  of  supervisory 
duties  and  at  least  three  years  in 
sports.  Send  cover  letter  outlining 
your  sports  section  philosophy, 
resume,  clips,  and  references  to: 
Walter  Dawson,  managing  editor.  The 
Monterey  County  Herald,  P.O.  Box 
271 ,  Monterey,  CA  93942.  EOE 


THE  COSHOCTON  (Ohio)  TRIBUNE, 
a  7,800  daily  and  Sunday  newspaper, 
has  immediate  openings  for  a  News 
Editor  and  a  Reporter.  Recognized  by 
the  Associated  Press  Society  of  Ohio 
in  1995  os  the  best  sma  If  daily  in 
Ohio,  The  Tribune  is  located  in  rural 
east-central  Ohio  about  1  1/2  hours 
from  Columbus,  Cleveland  ond  Pit¬ 
tsburgh. 

NEWS  EDITOR 

The  News  Editor,  who  coordinates 
copy  editing,  produces  the  front  page 
and  manages  the  wire,  is  responsible 
for  the  nighttime  production  of  the 
newspaper.  Candidates  should 
possess  strong  news  judgment  and 
time  management  skills,  and  be 
deadline  savvy.  Experience  in  editing 
and  page  design  is  necessary.  Know¬ 
ledge  of  QuarkXPress  a  plus.  A  col¬ 
lege  degree  or  daily  experience 
required. 

REPORTER 

Candidates  should  be  aggressive 
reporters  and  have  an  eye  for  detail 
and  accuracy.  The  beat  includes  cov¬ 
erage  of  three  villages,  as  well  as 
business  and  general  assignment 
features.  An  emphasis  is  placed  on 
enterprise  reporting.  A  college  degree 
or  doily  experience  required. 

Send  or  fax  letter  and  resume  to 
Managing  Editor  Kenneth  Smailes, 
P.O.  Box  10,  Coshocton,  OH  43812. 
Fax:  (614)  622-7341,  e-mail:  ken- 
nyds@ool.com. 

THE  LAS  VEGAS  REVIEW- 
JOURNAL,  a  148,000  doily  in  the 
best  news  town  in  the  United  States, 
seeks  a  business  writer  with  at  least 
five  years  experience  covering  busi¬ 
ness,  a  mastery  of  the  language,  a 
flair  for  spotting  industry  trends  and 
the  clips  to  prove  it.  Las  Vegas  is 
experiencing  explosive  growth  in  gam¬ 
ing,  tourism,  residential  and  com¬ 
mercial  construction,  retail  devel¬ 
opment  and  manufacturing.  Send 
resume  and  five  recent  clips  to  Busi¬ 
ness  Editor,  Las  Vegos  Review- 
Journal,  P.O.  Box  70,  Las  Vegas,  NV 
89125.  An  Equal  Opportunity 
Employer. 

THE  MONITOR,  a  fast-growing, 
45,000-circulation  daily  in  South 
Texas,  has  immediate  openings  for 
an  entertainment  editor  and  twa 
reporting  positions.  The  entertain¬ 
ment  editor's  position  involves  the 
production,  design  and  editing  of  a 
weekly  entertainment  magazine  and 
some  writing  responsibilities.  The  two 
reporting  positions  involve  covering  a 
number  of  interesting  issues  from 
South  Texas  cammunity  life  to  educa¬ 
tion  and  the  border  economy.  Send 
resumes,  clips  and  other  examples  of 
work  to  R.  Daniel  Cavazos,  editor. 
The  Monitor,  1101  Ash,  McAllen,  TX 
78501,  or  call  (210)  971-1897. 

TOP  JOB  at  small,  rural  weekly  in 
Zone  3.  Must  be  able  to  handle  all 
editorial  duties  and  Mac  pagination. 
Good  first  management  job.  Salary 
mid  $20s  plus  bonus,  beneh'ts.  Advan¬ 
cement  possible.  Send  resume,  clips 
&  design  tearsheets  to  Box  07639, 
Editor  &  Publisher. 


THE  TIMES-PRESS,  on  award¬ 
winning  9,000-circulation  daily  news¬ 
paper  in  north  Central  Illinois,  has 
immediate  openings  for  a  copy  editor, 
city  editor  and  sportswriter.  Each 
candidate  must  possess  excellent 
grammar,  spelling  and  writing  skills. 

The  COPY  EDITOR  will  proofread 
and  write  headlines  for  all  local  copy. 
In  addition,  this  position  will  be 
responsible  for  planning  and  creating 
all  graphics:  infoboxes,  stand  alone 
graphics,  and  coordinating  AP  graph¬ 
ics.  QuarkXPress  and  Freehand 
experience  a  plus. 

The  CITY  EDITOR  will  coordinate  the 
local  news  coverage.  This  is  the  No. 
Two  position  in  the  newsroom, 
responsible  for  recruiting  and  training 
all  editorial  staff.  Excellent  people 
handling  skills  of  both  staff  and  the 
general  public  are  vital. 

The  SPORTSWRITER  will  be  part  of 
a  two-person  sports  desk.  This  posi¬ 
tion  provides  live  gome  coverage  for 
local  prep  sports  and  rec  leagues.  A 
broad  background  in  sports  know¬ 
ledge  and  sports  page  presentation  is 
preferred. 

The  Times-Press  offers  competitive 
salary  and  benefits  and  a  chance  for 
advancement  in  the  Small  Newspa¬ 
per  Group.  If  you  are  looking  to  suc¬ 
ceed  at  a  well-respected  paper  that 
excels  at  community  journalism,  send 
resume,  clips  and  cover  letter  to: 

Managing  Editor,  The  Times-Press, 

1 1 5  Ook  St.,  Streotor,  IL  61 364. 

THE  CURRY  COASTAL  PILOT,  a 
quality  twice-weekly  newspaper  has 
an  immediate  opening  for  a  sports 
editor.  Respond  in  writing  to  Editor, 
P.O.  Box  700,  Brookings,  OR  97415 
or  fax  (541)  469-4679. 

TWO  EXPERIENCED  page  design 
editors  are  needed  to  join  our  copy 
desk  in  this  growing  Lake  Michigan 
community.  One  will  supervise 
weekend  shifts  from  the  slot  and  the 
other  will  handle  the  early  morning 
shift  overseeing  national  and  world 
news.  Energetic,  creative  page 
design,  sparkling  headlines  and 
graceful  editing  skills  coupled  with 
QuarkXPress  experience  will  help 
you  get  the  job.  Please  send,  by  Jan¬ 
uary  1 5,  letter  of  application,  resume 
and  variety  of  samples  to  Paula 
Holmes-Greeley,  news  editor, 
Muskegon  Chronicle,  P.O.  Box  59, 
Muskegon,  Ml  49443. 

EMPLOYMENT  OPPORTUNITIES 

$35,000/YR.  INCOME  POTENTIAL. 
Reading  books.  Toll  Free  1  (800) 
898-9778  Ext.  R-51 89  for  details. 
$40,000/YR.  INCOME  POTENTIAL. 
Home  Typists/PC  users.  Toll  Free  1 
(800)  898-9778  Ext.  T-5189  for  list- 
ings. 


SEE  THE  SITES!! 
PLACE  YOUR  AD  ON 
OUR  WEB  SITE 
CALL  (212)  675-4380,  ext.  170 
http://www.mediainfo.coni/edpub 
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PLANT  MANAGER 


HEIP  WANTED 


GRADUATE  PROGRAMS 

M.A.  IN  EUROPEAN 
XXJRNAUSM  STUDIES 

THREE  TERMS 
THREE  CITIES 
ONE  DEGREE 

•WHAT?  Studying  the  Press's  new 
agenda  lor  a  new  Europe 

•  HOW?  Lectures  in  Politics,  Medio 
Law,  History,  Regional  Economics, 
International  Relations,  European 
Medio  and  Research  Methodologies. 

•WHERE? 

Winter  in  Utrecht,  The  Netherlands 
Spring  in  Aarhus,  Denmark 
Autumn  in  Cardiff,  Wales 

•WHEN?  January,  1997  to  December, 
1997 

•COST?  7500  Ecu  plus  living 
expenses 

•DETAILS:  For  more  information  and 
application  forms,  write  to:  Prof. 
Nancy  Graham  Holm,  The  Danish 
School  of  Journalism,  Olof  Palmes 
Alle  1 1 ,  8200  Aarhus,  Denmark.  Tel: 
(45)8516  11  22 

The  three  participating  schools  are 
School  voor  Journalistiek  en  Voorlicht- 
ing  in  Utrecht,  Danmarks  JourrKilislho- 
jskole  and  the  Centre  for  Journalism 
Studies  at  the  University  of  Woles  Col¬ 
lege  of  Cardiff  which,  upon  comple¬ 
tion  of  course  work  ond  a  written 
20,000  word  dissertation,  will  award 
the  degree  of  M.A.  in  European  Jour¬ 
nalism  Studies. 


HUMAN  RESOURCES 

HUMAN  RESOURCE 
DIREaOR 

Shaw  Newspapers,  Dixon,  IL,  seek¬ 
ing  qualified  individual  to  lead  our 
Corporate  Human  Resource  program. 
We  have  a  high  commitment  to 
excellence,  and  are  looking  for  indi¬ 
vidual  with  same.  Bachelors  degree, 
or  Masters,  with  five  (5)  years  news¬ 
paper,  or  seven  (7)  years  related 
experience  reauired.  Send  resume, 
references,  and  salary  requirements 
to: 

Peggy  Campbell 
Show  Newspapers 
444  Pine  Hill  Drive 
Dixon,  IL  61021 

We  are  an  equal  opportunity 
employer.  All  inquiries  strictly  confi¬ 
dential. 


Five  minutes,  just  before  going  to  sleep, 
given  to  a  bit  of  directed  imagination 
regarding  achievement  possibilities  of 
the  morrow,  will  steadily  and 
increasirnly  bear  fruit,  particularly  if  all 
ideas  or  difficulty,  worry  or  fear  are 
resolutely  ruled  out  ana  replaced  by 
those  of  accomplishment  and  smiling 
courage. 

Frederick  Pierce 


INFORMATION  SYSTEMS 

APPLICATIONS  SPECIALIST  -  The 
Cedar  Rapids  Gazette,  a  daily  news¬ 
paper  in  one  of  the  fastest  growing 
technology  regions  of  Eastern  Iowa, 
is  seeking  an  experienced  format 
writer  to  work  in  our  MIS  department. 
Qualified  candidates  must  have  5 
years  experience  with  Sll  systems 
with  emphasis  an  formatting  and  Styl 
programming  and  should  have 
thorough  knowledge  of  newspaper 
layout  and  design  etiquette.  Experi¬ 
ence  with  Macintosh  pagination  soft¬ 
ware  i.e.  QuarkXPress  and  other 
aspects  of  Sll  systems  features  such 
as  Rgen  and  Lgen  would  be  a  plus. 
Send  cover  letter  and  resume  to  P.A. 
Thoms,  The  Gazette  Company,  P.O. 
Box  511,  Cedar  Rapids,  lA  52406. 
EOE. _ 

PRODUa  REPRESENTATIVES 

We  have  immediate  openings  on  the 
East  and  West  Coasts  for  individuals 
with  experience  in  applications  train¬ 
ing,  development  of  sales  pres¬ 
entation  materials,  customer  support. 
Working  knowledge  of  newspaper 
and/or  magazine  advertising  man¬ 
agement,  ousiness  systems,  or 
accounts  receivable  valuable.  Travel 
required.  The  ideal  candidates  will 
have  the  opportunity  to  work  closely 
with  our  prestigious  client  base  in  the 
implementation  of  ADMARC,  the  lead¬ 
ing  Advertising  Management  and 
Accounts  Receivable  Contral  System 
available  to  the  publishing  industry. 
Excellent  competitive  salary.  Resume 
in  confidence  to: 

Human  Resources 
Neasi-Weber  International 
8550  Balboa  Boulevard,  Suite  100 
Northridge,CA91325 


_ MAILROOM _ 

MAILROOM  MANAGER 
Zane  1 ,  independent  daily  newspaper 
seeks  a  results-oriented  individual  to 
lead  its  inserting  and  packaging 
department  with  dl  new  equipment. 
This  is  a  seven-day  AM,  mid-sized 
newspaper. 

The  selected  candidate  will  have  3-5 
years  management  experience  and 
experience  with  modem  mailroor.'i  con¬ 
trol  systems.  Strong  organizational, 
mechanical  and  supervision  skills 
required.  Total  commitment  to 
accuracy,  quality,  deadlines,  main¬ 
tenance,  training  and  motivation  a 
must. 

If  you  think  you  have  what  it  takes  to 
join  our  team,  send  your  resume,  com¬ 
plete  with  salory  history  to  Box 
07546,  Editor  &  Punisher. 


AM  Newspaper  and  Commercial 
Printer  seeks  person  with  strong 
supervisory  and  mechanical  skills  to 
run  the  mailroom  and  inserting  opera¬ 
tions.  Experience  with  480  Kansa 
inserting  machine  a  plus.  Great 
opportunity  for  career  minded  individ¬ 
ual  to  live  and  work  in  Southwest  Col¬ 
orado.  Send  resume  and  salary  his¬ 
tory  to  Larry  Shemely,  Durango 
Herald,  P.O.  Box  A,  Durango,  CO 
81301  or  Fax  (970)  259-5011. 

MAILROOM  MANAGER 
The  Princeton  Pocket,  a  family  owned 
group  of  quality  papers  in  Princeton, 
NJ  is  looking  for  a  hands-on 
dedicated  Mailroom  Manager  to  lead, 
manage,  motivate  and  to  work  along 
with  a  newspaper  mailroom  inserting 
and  lobelling  staff,  using  a  Muller 
Martini  227E  inserter  and  a  Cheshire 
labeller.  Staff  is  dedicated  and  non¬ 
union.  Successful  candidate  should 
have  good  mechanical  skills,  work 
well  with  people  and  be  a  leader  with 
a  proven  track  record.  Excellent 
salary  and  benefits  package.  Send 
resume  and  salary  requirements  to: 
The  Princeton  Packet,  Inc.,  P.O.  Box 
350,  (E&P)  Princeton,  NJ  08542, 
ATTN:  Human  Resources. 

EOE/M/F/D/V 

MARKETING/RESEARCH 

MARKETING  RESEARCH 
MANAGER 

Major  suburban  daily  newspaper 
group  seeks  energetic  person  to  lead 
corporate  marketing  research  efforts. 
Primary  responsibilities  include  the 
extensive  analysis  ond  interpretation 
of  syndicated  and  secondary 
research,  and  the  development  of 
sales  materials.  You  will  work  closely 
with  our  sales  team  to  plan  and 
execute  advertising  sales  strategies. 
A  four-year  college  degree  and  two  to 
five  years  of  media  research  experi¬ 
ence  is  essential.  Please  send 
resume  and  salary  requirements  ta 
Box  07650,  Editor  &  Publisher. 

PHOTO 

PHOTO  EDITOR 

Leading  historical/news  photo  library 
seeks  Photo  Editor  with  5  years  min¬ 
imum  industry  experience  to  edit  and 
coordinate  the  trafficking  of  editorial 
images  to  Sales,  Research  and 
Digital  Duplication  departments. 
Coordinate  quality  of  images  with 
Library  department  and  Darkroam. 
Edit  new  acquisitions,  including  for¬ 
eign  source  photos  and  liaison  with 
photographers.  Knowledge  of  com¬ 
puters  and  excellent  writing  skills 
essential.  Growth  potential  and 
excellent  benefits. 

Resume  and  letter  to:  Editor,  London 
Terrace,  P.O.  Box  20236,  New  York, 
NYlOOll. 


Add,  Inc.,  a  division  of  employee 
owned  Journal  Communications,  nos 
an  immediate  opening  in  New 
Orleans,  LA  for  an  experienced  cold 
web,  single  width  press  plant  man¬ 
ager.  This  is  an  opportunity  to  lead  a 
busy  and  growing  printing  operation. 
Qualified  individual  must  like  working 
independently  and  have  experience 
being  responsible  for  supervising  all 
press  and  delegated  production 
department  operations,  designing 
ways  to  attain  productivity  objectives, 
initiating  operating  and  capital 
budgets,  customer  contact  selling  and 
handling  plant  human  resource  man¬ 
agement.  Salary,  plus  performance 
bonuses,  employee  stock  ownership 
Ian,  profit  snaring,  401  (k)  program, 
ealth/dental  and  pension  plans. 
Send  resume  in  confidence  to  Ed 
Boettner,  Now  Graphics,  835  Conven¬ 
tion  Center  Blvd.,  New  Orleans,  LA 
70130. 


PRESS/PLATEROOM  MANAGER 

Central  Maine  Newspapers  has  an 
immediate  opening  for  a  press  and 
plateroom  manager.  This  key  position 
reports  to  the  Production  Director  and 
is  responsible  for  our  Goss  Urbanite 
press,  related  inventory,  camera,  pro¬ 
cessing,  platemaking  and  a  staff  of 
25.  We  are  a  7-day,  2-shift  union 
operation.  We  wont  an  experienced 
reduction  generalist  with  both 
ands-on  and  leadership  background. 
CMN  has  a  strong  employee  involve¬ 
ment  initiative  and  our  successful 
candidate  will  have  a  demonstrated 
participative  style.  We  offer  a  com¬ 
petitive  salary,  excellent  benefits  and 
a  chance  to  live  in  a  beautiful  environ¬ 
ment.  Please  forward  resumes  to: 

Control  Maine  Newspapers 
Attn:  Human  Resources, 

Press  position 
274  Western  Avenue 
Augusta,  ME  04330 
Fax:  (207)623-2167 

PRODUCTION/TECH 

DIREaOR  OF  NEWSPAPER  SERVICES 

The  Newspaper  Association  of  Amer¬ 
ica  is  seeking  a  dynamic  manoger  to 
fill  the  post  of  Director  of  Newspaper 
Services.  This  position  is  responsible 
for  managing  a  variety  of  newspaper 
operations  research  projects  in  the  pre¬ 
press,  press,  and  post-press  oreas. 
Other  duties  include  coordinating 
educational  conferences  on  newspa¬ 
per  technology  subjects,  conducting 
advisory  services  for  member  news¬ 
papers,  and  managing  a  staff  of 
research  managers  and  technicians. 
The  successful  candidate  will  have  at 
least  five  years  af  newspaper  operc- 
tians  management  experience  and  be 
adept  at  managing  people.  Particular 
knowledge  of  press  and  post-press 
issues  will  be  a  strong  plus.  Send 
resume  and  salary  history  to  NAA, 
Attn:  Personnel,  11600  Sunrise 
Valley  Drive,  Reston,  VA  22091 .  EOE 

A  fanatic  is  one  who  can't  change  his 
mind  and  won't  change  the  subject. 

OnurMW 


We  are  an  equal  apportunity 
employer  committed  to  diversity  in  the 
woHqjIace. 


With  an  ad  in  Editor  &  Publisher,  you  reach  the  professionals 
you  want,  every  week...83,000  strong. 

To  increase  accuracy  and  expedite  placement,  Fax  your  ad  to 
(212)  929-1259,  or  mail  it:  EDITOR  &  PUBLISHER,  Attn: 
Classified  Advertising,  11  W.  19th  St.,  New  York,  NY  1(3011 
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CLASSIFIED  ADVERTISING  RATES 

Foreign/Positions  Wanted  advertisers  must  pre-pay. 
Effective  January  1, 1996 


POSITIONS  WANTED 


UNEAOS 

1  week-$e.60  per  line 

2  weelui-$7.60  per  line,  per  issue. 

3  weeks-$6.6S  per  line,  per  Issue. 

4  weel(s-$5.75  per  line,  per  Issue. 

Add  $10.00  per  Insertion  for  box  service. 
Count  os  on  oddltioTKil  line  In  copy. 


POSITIONS  WANTED 

1  week-$4.30  per  line 

2  weeks-$3.60  per  line,  per  Issue. 

3  week$-$3.00  per  line,  per  Issue. 

4  weeks-  $2.75  per  line,  per  issue. 

Add  $5.00  per  Insertion  for  box  service. 
Count  os  on  oddltlorKSl  line  in  copy. 


_ ACADEMIC _ 

POSITION  IN  TEACHING  Photo¬ 
journalism  wanted.  Fifteen  years 
experience  in  photojournalism,  rive  at 
nevrspaper,  ten  in  public  relations  and 
freelance  photo,  two  years  university 
teaching.  MA  in  Journalism,  versed  in 
technology. 

E-mail  Asaiso4006aol.com 

ADMINISTRATIVE 

PROVEN  LEADER  with  20  years  of 
broad-based  newspaper  experience 
seeks  the  right  challenge.  Success 
managing  and  directing  all  aspects  of 
a  major  area  newspaper.  Capable 
entrepreneur  with  excellent 
administrative  and  business  skills.  Bill 
Newbegin,  25  Delaware  Ave, 
Danvers,  MA  01923  Tel  (508)  774- 
6139. 

ADVERTISING 

REGIONAL  SALES  DIRECTOR- 
Strong  national  newspaper  contacts. 
Over  20  successful  years  in  sales, 
management,  and  marketing.  Seeks 
company  to  represent/or  on  West 
Coast.  Extensive  knowledge  in  news¬ 
papers,  TV  magazines  and  other 
advertising  mediums.  Travel  ok. 
Strong  work  ethic,  communication/ 
negotiation  skills,  creative  team 
plo^.  Marly  (909)  780-9799. 

CIRCUIATION 

CIRCULATION  MANAGEMENT; 
Experience  in  all  areas,  including 
Target  Marketing,  Zone  Distribution 
and  Alternative  Product  Delivery. 
Strong  training,  administration  and 
people  skills.  Impressive  track  record. 

Let's  tolk.  1519)979-2189. _ 

_ EDITORIAL _ 

JOURNALISTIC  TEMP.  Will  fill-in  as 
needed  (independent  contractor).  5 
years  reporting/features  Zone  5 
dailies  (120k  circ.)  Excellent 
references.  Have  laptops  ond 
cameras.  Will  travel.  Energetic,  Self- 
Starter.  Phil  Jacobs  (500)  437-1937 
or  (217)  421-5809. 


Evil's  been  rousted  and  the  babysiHer's 
been  paid. 

TtieTick 


_ EDITORIAL _ 

BLACK  PROFESSIONAL  MALE  with 
1 5  years  experience  in  sports  and 
news  seeks  position  os  an  editorial 
writer/columnist.  Went  to  major 
southern  university  and  has  worked 
(or  mojor  metro  newspapers,  where  I 
wrote  commentaries.  Reply  to  Box 
07654,  Editor  &  Publisher. 

_ OP-ED _ 

OPINION  WRITER,  seosoned  and 
award-winning,  seeking  column/ 
editorial  writing  position  within  125 
miles  of  NYC.  Quality  writing/ 
research  assured.  (717)  253-6908,  or 
P.O.  Box  E,  Honesdole,  PA  18431. 
John. 

OPERATIONS/PRODUCTKyr" 

MANAGER  WITH  20  years  experi¬ 
ence  on  a  major  area  newspaper 
seeks  the  right  challenge.  Success 
managing  pre-press,  press, 
mailroom,  data  processing  and  build¬ 
ing  services.  Copable  entrepreneur 
with  excellent  communication  and 
business  skills.  Solid  knowledge  of 
QuarkXPress  and  Photoshop.  Bill 
Newbegin,  25  Delaware  Avenue, 
Danvers,  MA  01 923.  (50B)  774-61 39. 

It’s  A  Classified 
Secret! 

We'll  never  reveal  the 
identity  of  an  E&P  box 
holder. 

If  you  don't  want  your  reply  to  go 
to  certain  newspapers  (or  com¬ 
panies),  seai  your  reply  in  an 
envelope  addressed  to  the  E&P 
Classified  Advertising  Department 
with  an  attached  note  iisting  the 
newspapers  or  companies  you  do 
not  want  the  repiy  to  reach.  If  the 
Box  Number  you're  answering  is 
on  your  list,  We'll  discard 
your  reply. 


Count  approximately  34  characters  and/or  spaces  per  line. 

3  lines  minimum.  NO  ABBREVIATIONS, 

Deadline;  Every  Tuesday,  12  noon  (ET)  for  Saturday's  issue. 


DISPLAY  CLASSIFIED 

The  use  of  borders,  boldface,  illustrations,  logos,  etc.,  on  classified  ods  charged 
the  following  rates  per  column  inch,  per  Insertion:  1  time.  $100;  2  to  5  times.  $95 
6  to  13  times.  $90;  14  to  26  times  $85;  27  to  52  times  $80.  8  point  minimum  on 
display  text  set  up  by  E&P. 

DEADLINE;  8  days  prior  to  publication  date. 
Contract  rates  available  upon  request. 

Box  number  responses  ore  moiled  each  day  as  they  ore  received. 


Name. 


Company. 


City 

State 

Zip 

Phone 

Classification. 


Authorized  Signature. 
Copy - 


Credit  Card  # -  Exp. - 

No.  of  Insertions: _ Amount  Enclosed:  $  - 

EditDTfS'Publisher 

11  West  19th  street.  NY,  IVY  10011.  (212)675A380,  FAX  (212)  929-1259. 


\  E&P  EMPLOYMENT  ZONE  CHART 

\  Use  zone  number  to  indicate  location  without  specific  identification 
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The  4th  Estate  1995  Year  in  Review 


nmj  iiiifiii  h 


KEY  DIFFERENCES 

PETUEEM  MUCH  OF  -fHE 

SUPERMARKET  PRESS 

AMP  AAOCH  OF  THE 

MAINSTREAM  PRESS,  MDIV 


KEY  DIFFERENCES 

PETWEEM  MUCH  OF  THE 

SUPERMARKET  PRESS 

AMP  MUCH  OF  THE 

MAINSTREAM  PRESS, 7»!E 


SUBSIANCEI 


ThtTl*ws 


BUSlNEi 


xtionC 


WSPAPERSTOTF 
JMMING  WIDTHS 
IST-CUTTINGMO^ 


r  MOKE  MEPIA  MEGA-MEWERS  A 
PETAIL5  CM  TOMiCHTiS  ] 
'PfiHEV-fcECTMGHOOSE-MUKPOCH-j 
TlME(iMRMER-tURMER-50tW  j 
^  EVEMIM6  NEWS."  A 
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Special  Editorial  Pullout  Section  •  January  27,  1996 


Planning  Pressrooms 
FOR  THE  Future 


E&P  Answers 
Critical  Questions 


The  Pressroom  Helps 
Newspapers  Find 
Solutions 


E&P  Readers  Have 
Clout 


E&P  IS  THE  #1  Trade 

Publication  of  the 
Newspaper  Industry 


The  JPressroom  will  look  a1 


1 


Exclusively  through  Bureau  One  (360)  636-2000 


Join  the  fastest  growing  target  market 
personais  program  in  the  country. 


Print  the  page  of  ads  we  provide 
alongside  your  existing  personals. 


BUREAU  R1 

ONES! 


